arse ae bert AEA ath td WAG be 0 











DispLtay Jervice Directory 


A Guide for National Advertisers 








BUFFALO, N. ¥.—Windo-Craft Display Service, Inc., 376-378 Pear! 
St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, Albany, 
Utica, Poughkeepsie, Binghamton, and Erie, Pa. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 160 Seventh St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. i 
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CINCINNATI, OHIO—Cincinnati Display Service, 519 Main Street, 
Walter G. Vosler. A dependable service covering southern Ohio 
and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 
Cleveland market. 





CODY, WY0O.—Headquarters of The Sherwood Display Service, 
catering to naticnal advertisers who desire better installations in 
Montana and Wyoming. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


HUNTINGTON, W. VA.—West Virginia Advertising Co., Union 
Bank Bldg. A modern service that satisfies its clients. A trial will 
convince you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Alse covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baten Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 














PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Covering Western Pennsylvania, Eastern Ohio, Northern 
West Virginia. Quality and service that satisfies. 





PITTSBURGH, PA.—Artcraft Display Service, 821-823 Locust St. 
Covering Western Pennsylvania, Eastern Ohio and Northwestern 
Virginia. Cooperating with retail trade associations. Bank references 
and list of satisfied customers on request. Under personal supervision 
of R. C. Vaughn, vice-president and sales manager. 


PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main Sti 
Write L. M. McMahon for data concerning southern New England’ 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Display. Sat- 
isfactory service for Western Virginia. Write for map. 
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MandebPs Say it With 
Metal Christmas Trees 


One of the smartest groups of Christmas 
window displays to appear on State street, 
Chicago, made its appearance in Mandel 
Brothers. A. H. Kagey, display director for 
that large Chicago firm, designed the dis- 
plays which consisted of a series of tall, 
sectional panels which were broken in the 
center by a recessed niche. In the center 
of the niche appeared a large metal Xmas 
tree which was topped by a silver star. The 
background of the niche was covered with 
silver stars. 

The design and manufacture of the metal 
Xmas trees called for careful craftsmenship. 
The trees consisted of a series of five in- 
verted “U”-shaped forms. Colored lights 
were installed underneath each inverted 
form, and the reflection of light from the 
inverted form to the exposed surface of each 
form produced an effect very modern in 
appearance. The metal used in the con- 
struction of the trees, as well as the stars 
on the background, consisted of “chroma- 
loid” and “brassoid.” Both metals were 
manufactured by the American Nickeloid 
Company, Peru, Illinois. 

While the particular display presented on 
this page shows the tree to advantage it 
doesn’t indicate the many smart groupings 
of gift merchandise produced by the Mandel 
display staff for the holiday season. In this 
particular display several forms merchan- 
dise formal gowns for, as the sign indi- 
cates, “Repeal Eve, Christmas Eve, New 
Year’s Eve—Gala Nights that call for Gala 
Frocks from the Chic Chicagoan Shop.” 
A smart metal cocktail bar appeared im- 
mediately in front of the metal Xmas tree, 
while arrangements of several glass shelves 
at the ends of the window introduced acce- 
sories. A clever arrangement of a long 
mirror displayer, on the window floor at the 


—This attractive window shows the mod- 

ern Christmas tree design used by Man- 

del Brothers, Chicago, in all of their 

windows during the 1933 Christmas sea- 

son. The displays were built under the 

direction of A. Kagey, display director, | 
Mandel Brothers— 


front of the window, featured the correct 

glasswear to use for various liquors. 
Various other Mandel Bros. Christmas dis- 

plays presented gift merchandise on smart 


floor displayers of the pedestal and con-. 


structional platform type. Many of these 
forms radiated from the Christmas tree in 
the center niche, and presented their gift 
merchandise in attractive boxes and pack- 
ages. Tha arrangements of all displays pre- 
sented neat geometrical arrangements, with 


4 





the line and form of each arrangement in 
perfect balance. The color of the various 
display arrangements effected interesting 
holiday atmospheric effects. The combina- 
tion of brilliant reds and greens and blues 
with the silver and whites of the backgrounds 
produced arresting pictures. Blues were 
also employed to excellent advantage. Gold 
also served its purpose, while several neu- 
tral colors helped to control the proper dis- 
play balance of all presentations. 
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Visit Bloomingdale’s 


The new Christmas, this year, is going to 
present an even “gayer”’ Christmas than 
Bloomingdale’s gay Christmas of last year. 
But while our plans for the new Christ- 
mas are still nebulous, let us confine our 
consideration of Christmas displays to our 
1933 Christmas presentations. Last year, 
because of the “New Deal” and the re- 
newed interest and confidence gained by 
everyone, everywhere, Bloomingdale’s, in the 
spirit of the times, decided to present a “gay” 
Christmas. The results was that the entire 
store and sales staff reflect more of the old 
kind of Christmas spirit than for many 
years. The slogan that was adopted for our 
advertisements and window and _ interior 
cards was: “It Will Be A Merry Christmas.” 
This slogan appeared on all window cards 
and newspaper advertisements, and through- 
out the store on banners, posters and signs. 

The display department, in order to effect 
a complete tie-up of events, worked ex- 
tremely hard. The windows reflected a 
smart atmosphere of Christmas; the interior 
displays continued the atmosphere created 


By SAMUEL BLUM 
Bloomingdale's 
New York City 


for the windows, while our toy department 
achieved the distinction of being the most 
original department in the East. Inasmuch 
as the display staff was given the oppor- 
tunity to effect the many departmental 
changes, and as displays and effects both 
amused and proved interesting to customers, 
we didn’t regret the long hours spent in 
producing the many displays. 

Toyland was converted into a delightful 
colorful department. The iron posts sup- 
porting the ceiling were decorated to re- 
semble enormous candy canes. The colors 
of the various canes were chanded to effect 
every flavor of stick candy. The square pil- 
lars were covered on all four sides with ani- 
mated Walt Disney cartoons of Mickey 
Mouse and all of his friends. Considering 
that Bloomingdale’s toy section developed 
the Mickey Mouse Farm idea, the same at- 
mosphere was introduced throughout the en- 
tire toy section. 

Speaking oi the Mickey Mouse toy section, 
the front part of the toy department was 
entirely reconstructed to produce the Mickey 


Mouse Farm. The farm contained animated 
figures from all of the Silly Symphonies. 
This section of the toy department was 
railed off, and the children and their parents 
bought tickets for 50 cents and made a trip 
over the farm. Each ticket entitled one 
child to receive a surprise package from 
Mickey Mouse himself, who was a Lilliputian 
and dressed for the part. The presents were 
all stored in a huge realistic hay-stack. 

The children and parents thoroughly en- 
joyed the walk through the farm. The build- 
ings were all constructed and painted to 
suggest permanency; this included the farm 
with all of its animals, and the farm house 
with all of its furnishings. The barn-yard 
was full of the familiar Silly Symphony 
animals. Certain animals had permanent 
animation, others required the individual 
manipulation of a lever or crank to effect 
animation. By pullling Clarabelle’s tail— 
the cow—she waves her hand; by turning 
a crank Horace Horsecollar shadow boxes. 
This individual animation seemed to de- 
light the children. It gave them a certain 
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—Mickey Mouse listens to what his little 
friends have to say in this Mickey Mouse 
broadcasting station. The children sing or 
recite before a real microphone, and the 
people in the toy department can hear their 
efforts through a Mickey Mouse Radio— 


—The large corner window devoted to toys 

reproduces a scene from the Mickey Mouse 

Toyland. The display is a complete tie-up 

with the toy department; window signs in- 

form the customers of Mickey Mouse's Broad- 

casting Studio and other important features 
in Toyland— 


—The Mickey Mouse Toyland is reproduced 
on top left. The entire front part of the toy 
department was made over into Mickey 
Mouse's Farm. The farm scenes consist of 
Silly Symphony characters. The different ani- 
mals are all animated; the house is complete 
with furnishings. Gift boxes are stored in 
the realistic hay-stack— 


—tThe entire front of Christmas gift displays 
consists of simple, stepped displayers on 
which all manner of gift merchandise is dis- 
played. The backgrounds are covered in 
silver paper to better reflect light and color. 
A shallow shadow box appears in the center 
background of each display. The wreaths 
are colored to effect the most beautiful dis- 
play presentations—blue background, silver 
wreaths with blue berries, etc.— 


intimacy with the animals that they didn’t 
obtain where the animals had permanent ani- 
mation. 

Another attraction in the Mickey Mouse 
toy department was the broadcasting sta- 
tion. This feature of our toy department 
was elaborately decorated to resemble a real 
broadcasting studio. The children would 
enter the studio and sing or recite or play 
a musical instrument before a real micro- 
phone. The customers in the toy depart- 
ment would receive the results of each indi- 
vidual broadcast through a Mickey Mouse 
radio. 

Our large corner toy window display ef- 
fected a complete tie-up with our Mickey 
Mouse toy department. Many of the char- 
acters found in the Mickey Mouse farm were 
also found in the window display. A re- 
production of several of the farm buildings 
and several other scenic effects makes iden- 
tification between the toy department farm 
and the toy window positive. Several large 
signs informed the customers of the various 
displays to be found in the toy department. 
One sign read: “Mickey Mouse’s Broad- 
casting Studio where boys and girls can 
sing, recite, play the piano or violin before 
a real microphone while mother and dad lis- 
ten from a real radio.* Another sign in- 
formed the customers: “Mickey Mouse in 
Toyland, the gayest and giddiest place in 
town... with Mickey and Minnie and Santa 
and their house and stable.” 

Bloomingdale’s battery of display windows 
were all decorated in a very simple manner. 
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Smart, clear, cheery colors were used on the 
backgrounds. We used a lot of silver paper 
to reflect light and color. A shallow shadow 
box appeared in the center of each window 
background, the edge of every shadow box 
surrounded by a wreath of holly of a color 
contrasting with the actual window back- 
ground. The shadow boxes contained smart 
paintings of Christmas scenes; each scene 
was illuminated. 

Smart color effects were achieved with 
the background displays. Here are several 
color schemes that we used to advantage. 
Certain backgrounds were painted red, while 
red wreaths with sliver berries framed the 
shadow bex. Other window backgrounds 
were painted blue, while silver wreaths with 
blue berries framed the shadow boxes. 
Another group of windows were painted 
chartreuse, while chartreuse wreathes with 
red berries framed the shadow boxes. Neat 
stepped platforms were used in all gift 
windows. 

Much thought and care was spent on the 
main floor interiédr display. The result 


achieved was of a huge floor of great bright- 
ness and cheer. Exaggerated white candles 
decorate the columns, their light being re- 
flected on sheets of silver. At the base of 
each bank of candles appeared a huge group 
of chartreuse metallic leaves with bright 
red berries. The ledges were trimmed with 
potted light blue cellophane trees decorated 
with chartreuse metal stars. 





Williams Visits With Cincinnati 
Displaymen 

J. D. Williams, executive secretary of the 
I. A. D. M., was a visitor at Cincinnati on 
Thursday, October 4. A special noon lunch- 
eon was held at the Hotel Gibson at which 
Williams gave an outline of I. A. D. M. 
activities and plans. The remainder of the 
day was spent visiting displaymen who were 
not present at the luncheon. Informal con- 
tacts with the profession by the national sec- 
retary are much worthwhile as was evi- 
denced by the interest of Cincinnati display- 
men. 
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Christmas Display 
Adaptations 


Christmas comes but once a year, and most 
displaymen say, “Thank goodness,” because 
the Christmas season is a time that demands 
constant display changes. During an ordi- 
nary period window changes are made ap- 
proximately once or twice a week, but during 
the Christmas period window changes are 
made with the arrival of new gift merchan- 
dise, and each mail seems to bring new gifts. 
Therefore, the display director must so de- 
sign his window displays that this constant 
rearrangement of gift merchandise can be 
effected with the least effort. Display back- 
grounds must be simple, and yet decorative. 
Display backgrounds must be adaptable; dis- 
play backgrounds must be flexible. 

We speak of the adaptability of Christ- 
mas displays because the two adaptations 
we have made of these newspaper adver- 
tisements are quite apt to seem contrary to 
our plans for a_ practical background. 
Perhaps we should explain. In our first 
advertisement—the Lipman Wolfe’s, Port- 


ud ant let 


of LipmanWolfes Great 


First Floor ~! 


Due to the demands of many cus- 


if 


tomers who could not attend this 
sale on Friday, we are continuing 


fH: 
it 


: 


all specials, while quantities last, 
for just one more day . . . Tomor- 
row will be the last of our an- 
nual Christmas Thrift Sale 

our only great store-wide gift 
sale of the entire year. It will pay 
you many times over to shop now, 
while selections are better, quan- 
tities complete, and prices lower. 


BE 
Sol 


Some of the Specials 
Again on Sale Saturday 
Lovely Satin Bias Cut Gowns $3.98 
Bright Colored Shp-ons, now $2.98 
Boys’ All-Wool Suits for only $5.84 
Girls’ New Jersey Drewes $2.98 
Non-ftun Rayon Undies, sow 37¢ 
125 Smart Pin Money Dresses at. $5 


sere 


96.95 Pendietun Wool Blanket $5.79 
16-Rib Gloria Sith Umbrellas $1.89 


if 


ft 
ny’ 


Genuine Pigskin Gloves $1.95 
21 Parchment Christmas Cards 59¢ 
946.96 Comsack Leather Coats $4.95 
100 Organ Tone Radios, now $14.65 
Smart Swagger Suits, only. $12.75 
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Christmas THRIFT SALE 


DISPLAY WORLD BACKGROUNDS 


land, Ore., “Second and Last Day”—our win- 
dow adaptation presents the most obvious 
idea. A large Christmas tree fills the entire 
window background. Eight boxes are cut 
into the face of the tree for merchandise 
items, while the display is so arranged that 
additional gift or toy items can be placed 
along the window floor at the front of the 
display as indicated in the advertisement. 
Inasmuch as the advertisement presents 
merchandise gift items from eight different 
floors, our display presents display space for 
eight different lines of gifts. The circular 
sign frame at the top of each display box 
will carry the floor location of the gifts or 
some special copy. (This circular sign frame 
would not be cut into the face of the back- 
ground; rather, it would consist of a wall- 
board cut-out which would be fastened to 
thé face of the background immediately 
above the display box.) A mighty smart 


effect would result were the displayman to 
silhouette the copy announcements in each 


[ ~B. ALTMAN & CO. 





«+. Altman believes that there 


New York ... searching for 6 
romantic gifts that cannot be du- 


plicated anywhere in the world 


the first gift...a Russian necklace made of a dozen 
kinds of real stones...from Ars, famous Russian 
GRRAGED GED 0c s osscccnceccedcccnscvscones 100.00 


the second...beautiful pink chiffon nightgown and 
liseuse trimmed with real Milan lace, made by 
Madame Hitrova of Paris ........6.0.ese000- 130.00 


the third. ..sterling silver compact set with eight 
genuine South American emeralds. made by Ostertag, 
famous Paris jeweller .......scceceesseees 173.00 


the fourth...a cigarette case whose top is made of 
a fine lacquer plaque of Oriental design, inlaid 
PED MON OF POOFD.. 0c cvccccccccceccccde 100.00 


the @th...an evening bag of great distinction... 
black reirdver, gounted on gol4 fraze with two 
carved jade ornaments, lined with lamé..... 200.00 


the sixth. ..a hair ornament or brooch, said to have 
been a gift to the Empress Eugenie...fine French 
cloisonne, worked on gold...........0++-005 35.00 


gain floor 
*A willion other people, we hope and believe, are 


going to find what they want at the price they want 
to pay at Altaan. 





Pitth Avenue ot 34th St. MUrray Hill 32-7000 


are 6* romantic men in. 


sign frame by cutting the sign through the 
face of the background and illuminating the 
letters from the rear, but this method of 
sign presentation would add considerably to 
the cost of the display. 

Due to the fact that considerable merchan- 
dise is suggested in each box in the adver- 
tisement, we suggest a revolving turntable 
for each display box. The turntables will 
be divided into four sections, which will 
allow for increased display of unassociated 
gift merchandise. In the event of bulky 
merchandise, the goods will be displayed in 
attractive gift boxes. 

As the season progresses and a change is 
required in the background set-up, the form 
of the display boxes can be changed to per- 
mit the display of more bulky goods. The 
displayman can cut out the center support 
between each group of two boxes and by also 
increasing the height of the boxes produce 
a group of four display boxes that can be 
used to display such goods as luggage, 


—The display at the top suggests but one of 
the many different effects possible with the 
excellent "Lipman Wolfe" Christmas adver- 
tisement. Inasmuch as the advertisement 
suggests eight boxes from eight different 
store floors, our display mimics the idea. The 
text suggests several different ideas that can 
be adapted for original or additional dis- 
play effects— 


—With the "Lipman Wolfe" advertisement 

we suggest a background containing the 

decorative elements found in the advertise- 

ment; with the "B. Altman" advertisement 

we present but one of the decorative ele- 

ments as it could be developed for effective 
display— 


—The "Lipman Wolfe" advertisement is re- 
produced at the bottom of the opposite 
page. It will be a very simple matter for 
the reader to follow our window display 
background adaptation— 


—The "B. Altman" advertisement, shown on 

the left, presents a smart display idea. Our 

adaptation utilizes but one of the six figures 

—although the text suggests a display using 
all six figures— 





as 2 











— —_ -, & ee ce’ a ae eo He CU lUemtelUemklUrelU FCO 


ne. a ae 2a ee 


a tf Ok hCUCUKlUre le 


a a ee” ae a ae a ae 


ee ae” a a 








St a abn Sake Sinh 


October, 1934 


clothing, etc. Or the displayman can reduce 
the number of display boxes to two by elimi- 
nating all but the center division and in- 
creasing the height of the boxes for display 
of ready-to-wear on forms, open display of 
such merchandise as blankets, fabrics, furni- 
ture, etc. Or the displayman can eliminate 
all supports and again increase the height 
of his display for “full window” presentation 
of gift merchandise. In the event that the 
latter display box effect is produced, the 
displayman will introduce some method of 
Christmas tree design indication over the 
face of the display box to prevent losing the 
original advertisement idea. This can be 
done by effecting the line of the Christmas 
tree with light lumber cut and fastened in 
place and painted or decorated appropriately. 

The background for this window should 
be dark—we suggest a deep blue. The 
Christmas tree design can be developed in 
gold or red or green, or a combination of 
two or three colors. .The base of the tree, 
like the display boxes, can be developed in 
white with silver flitter. 

The B. Altman, New York City, adver- 
tisement reverses the display treatment, al- 
though a design similar to the design de- 
veloped for the Lipman Wolfe advertisement 
display could be developed. Instead of de- 
veloping a background containing figures of 
six men with display space for six gifts, we 
have made this background more adaptable 
for more lines of goods by using but the 
figure of one man for advertisement tie-up, 
with a display box design introducing six 
smart displayers for merchandise. When the 
original display is removed, the displayman 
will have a window in which he can mer- 
chandise any type of goods. The figure can 
be changed to a Santa Claus design, or the 
figure can be eliminated entirely and smart 
copy introduced on the background in its 
place 

The colors of this background would be 
just the reverse of the first display. In- 
stead of using a dark background we suggest 
a light display—white or silver. The figure 
or copy would be developed in black or blue 
or red or green or gold, with the balance of 
the decorative design and fixtures being 
carried out in a smart harmonizing color. 





Triple A Opens Service 
In Denver 

Triple A Advertising Carriers, Inc., 1918 
Washington avenue, St. Louis, Mo., announce 
the cpening of a branch office at 619 Nine- 
teenth street, Denver, Colo., under the man- 
agement of J. Al Fischer. A complete win- 
dow installation business will be conducted 
in addition to the distribution of advertising 
matter. 





Cerbin To Handle the Displays 
At New Radin & Kamp Store 


The Radin & Kamp store, Fresno, Calif., is 
being reestablished by Kamp, who has ap- 
pointed R. A. Corbin, display manager. Cor- 
bin had occupied this position for eleven 
years, prior to the operation of the estab- 
lishment under new ownership the last two 
years. 
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BRarker’s Holiday Displays 


Go Functional 


In speaking of functional Christmas dis- 
plays, I am speaking of a series of gift pres- 
entations where the various display items 
used for different decorative effects were 
employed in many different ways in many 
different windows. The ease of display 
adaptation will be very evident as the reader 
studies the different pictures used with this 
presentation. The manner of adaptation 
will be comprehended as the reader analyzes 
the many contributing factors entering into 
the correct display of the many gift items 
merchandised in Barker Bros.’ front during 
the Christmas season. The smart Christmas 
tree forms have been used in many different 
displays as well as in many different ways. 
The use of Christmas tree deco~ations effect 


By JOHN ROY STEWART 
Barker Brothers 
Los Angeles, California 


interesting as well as beautiful decorative 
display features in certain windows. The 
construction of shadow box displayers per- 
mits the use of height in merchandise and 
decoration where height could not otherwise 
be obtained. The development of special 
constructional disp‘ayers for small gift items 
allows the displayman to create smart en- 
semble accessory or gift groupings to form 
unified presentations cr special arrangements. 

The special “glassware” display illustrated 
on these pages has a background that con- 
sists of two tall, narrow panels of white 
fabric. The constructional fixtures are all 
painted white and trimmed, in some _ in- 
stances, in red, green, gold, blue, silver, or 
biack. Every open constructional shadow 








box was illuminated from within to effect 
better display of merchandise. The smart 
arrangements of Christmas tree bells hung 
from the top of the tall background panels 
on silver ribbon effects a smart note in the 
display of glassware. The Christmas tree 
forms are painted a rich blue and are cov- 
ered with silver flitter. 

The development of the merchandise dis- 
play in the giassware display will probably 
prove interesting. The china, like the fix- 
tures, is white. All gift packages are white 
and silver. One group of glassware is in 
red, the other is in blue. The entire display 
has been developed in neat geometrical ar- 
rangements. The angular placement of cer- 
tain groups of merchandise follows sound 
display fundamental principles. The card 
reads: “Find Us The Hostess—who wouldn’t 
be delighted with gifts of smart new table- 
wares.” 


—At the top of the opposite page we pre- 

sent a Barker Bros. Christmas display done 

entirely in white, blue, and red. The Christ- 

mas trees are of blue, with silver flitter; fix- 

tures are white. One group of merchandise 
is blue, one red; the china is white— 


—White predominated in the smart corner 
window shown in the center of the group of 
pictures on the opposite page. The back- 
ground was white, also the fixtures. The 
merchandise groups were developed in four 
different color schemes—white and blue, 
white and red, white and amber, white and 
green— 


—The China and Silver window, also shown 
on the opposite page, presents another uni- 
fied Christmas window. The panels in white 
and red are covered with silver flitter. The 
smart arrangement of Christmas tree deco- 
rations is developed in the same colors. The 
arrangement of merchandise follows neat 
geometrical designs— 


—Ready to wear was featured in front of a 

deep blue curtain background which was 

covered with white stars. The functional 

screens were also painted white, and like the 

white stars were covered with silver flitter. 

The smart functional accessory displayer fea- 
tures gift accessories— 


—Furniture, consisting of tables and desks, 
presented an interesting gift display ar- 
rangement. A long, low platform at the 
back of the window elevates several pieces 
of furniture and contains the one element of 
decoration—a three-panel tier screen, each 
tier a different color, with a smart design 
of stars developed on the panels. Christmas 
tree decorations are used to fine advantage 
in the display, as are gift packages— 
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The corner window of gifts, like the win- 
dow of glassware, employs the use of the 
special Christmas tree forms, the construc- 
tional shadow box displayers as well as sev- 
eral smart display platforms and_ floor 
plaques. A great variety of gift itsems is 
merchandised in the display, and yet the dis- 
play has line, form and balance. The dif- 
ferent gift groups are easily distinguished, 
which makes for ease of display considera- 
tion. In merchandising the corner gift win- 
dow, the background was first hung in a 
white fabric drape. The different construc- 
tional fixture groupings were arranged and 
the merchandise was then presented in vari- 
ous color groups. One group was developed 
in white and green, a group in white and red, 
a group in white and blue, and a group in 
white and amber. The sign for this smart 
corner display reads: “Something Different 
—You'll find it here in a vast selection of 
gift wares.” 

China was merchandised in a smart dis- 
play that had two tall drapes of deep blue 
fabric for a background. A constructional, 
five-shelf displayer appeared immediately in 
front of each blue drape, while a long, low 
floor platform ran from the base of the shelf 
displayer toward the front of the window. 
A group of smart panels in gold and white 
forms the center group in the china display. 
The center group is topped with a smart 
group of Christmas tree ornaments, while a 
white Christmas tree peeks from behind sev- 
eral of the panels. Several white floor plat- 
forms or boxes are used in the center group 
to facilitate the display of merchandise. The 
merchandise is arranged in neat geometrical 
placements, with correct line and form of 
each group given careful consideration. The 
sign in the china window reads: “Give A 
Hostess—something smart and new for her 
table.” 


A huge furniture window was used for the 
presentation of tables and desks from Barker 
Bros.’ table shops. The display was mer- 
chandised with a long, low, floor platform 
at the back of the window on which several 
smart furniture groupings were made. The 
background of the display consisted of a 
series of three tall panels which were cov- 
ered with silver stars of different sizes. The 
small panel in the group of three was cov- 
ered with a deep blue material, the second 
panel with a medium blue material while the 
tall panel was covered with a light blue 
material. A smart effect was secured in the 
furniture display by the use of several long 
garlands of Christmas tree ornaments draped 
from the top of the tall panel to the window 
floor. Neat furniture groupings were made 
throughout the display. Several gift pack- 
ages were used in the display. The sign 
reads: “The Perfect Gift ... furniture to 
make home more inviting, more comfortable.” 
Several different developments of the “three 
panel” screen display were used in different 
windows. The colors were changed in each 
display. Red panels were used in one win- 
dow; green panels were used in another dis- 
play. Several dispiays used panels with the 
colors running from gold into red into silver, 
etc. 

The smart “black and white” read-to-wear 


display featured Barker Bros.’ apparel shop. 
The background for the window was hung in 
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a rich blue fabric and covered with white 
stare, the stars being painted white and cov- 
ered with silver flitter. The two ta!l screens 
were also painted white and covered with 
silver flitter. The functional accessory dis- 
player was also painted white. A great va- 


riety of gift accessory items were displayed 
on the fixture’s four shelves and on the floor 
immediately in front of the fixture. The 
sign in this smart window reads: “Black and 
White—a contrast—one of the smartest notes 
of fashion.” 
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During the 1932 and 1933 Christmas buy- 
ing season the New York Evening Journal 
fresented a series of “Gift Buying” adver- 
tisements to Journal readers, the advertise- 
ments being directed to promote gift buying 
and early Christmas shopping. The effec- 
tiveness of the advertisements can well be 
judged by the three we have reproduced here 
and adapted as appropriate for Christmas 
window displays—yet the other five adver- 
tisements in the second series of Journal 
advertisements were just as effective and 
just as appropriate for window display 
adaptations; we will speak of the additiona! 
five advertisements in this article. 

The first advertisement display adapta- 
tion: “If Your Husband Has Fled to the 


—The "If Your Husband Has Fled to the 
South Sea Isles, Don't Give Him These" ad- 
vertisement suggests a smart window pres- 
entation. We include “Christmas Gifts" to 
produce a more complete tie-up with Christ- 
mas presentations. The constructional dis- 
player would feature boxed gifts as well 
as open merchandise— 


—Here is The New York Evening Journal 

advertisement that inspired the window dis- 

play shown at the top of the opposite 
page— 
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South Sea Isles—Don’t Give Him These!” 
suggests a smart gift display for men’s 
Christmas merchandise. Our display adap- 
tation is extremely simple. We have simply 
enlarged the advertisement’s illustration and 
used it as a window background. The copy 
has also been used in the display, with the 
exception that we have included “Christmas 
Gifts” to effect a more appropriate Christmas 
presentation. 

Across the front of the window has been 
introduced a display platform on which gift 
merchandise will be displayed. At either 
end of the platform a box-pedestal appears ; 
a “palm tree” effect is introduced on each 
pedestal. The palm trees would be made of 
a series of circles and cut-out leaves. The 


—''Let's Put the Cart Before the Horse This 
Christmas!" is another Journal advertise- 
ment that suggests a mighty interesting gift 
window presentation. We suggest the con- 
struction of a display platform to resemble 
a sled on which gift merchandise will be dis- 
played. It's a smart window for smart gift 
merchandise— 


—The New York Evening Journal "gift buy- 
ing’ advertisement that inspired our win- 
dow cdaptation is shown immedately below— 








Fite all, it’s purely a matter of appropriateness — this 
business of giving a man a gift. Braces. for example. 
would be of so litile use — wouldn't they? — if he had taken 
up life where there is practically nothing to orace up. But if 
he still lives in a modern urbane world 
where men (thank goodness!) still wear 
clothes, — then he will bless you for giv- 
ws ing him some appropriate items of men's 
iF attire. At your favorite store for buying 
men’s things you will now find an agree 
able array of nice, taste- 
ful haberdashery,— and 
have you ever noticed 
amanis 


( Rlad to wear? : 











a man’s shop can 
be in giving you a 
really intelligent. 
lowdowa on what 











” Tok Hickland yom can subsllute father, Vrcther cousin or boy friends! 





it won't be long now—we'll be hear- _all,the night before Christmas? Don't 
ling Santa's sleigh-bells any minute we get real happiness, ourselves, 
now! And what about our Christmas out of making other people happy? 
shopping? Have we stili got that Of course we do, and there's no 
ahead of us? And do we regard it sense trying to deny it. So what? 
jas a job, a “problem”? Well, let’s try an experiment this 
It’s a funny thing about that. Most year. Let's put the cart before the 
of us do regard it as a problem. horse. Or rathey, let’s put Santa's 
But why? Don’t we _ pleasant smile out in front, Out in 
really get a kick out of opr front of the shopping, this year. Let's 
giving presents to our get fun—not only when we're giving 
kids, our friends? gifts, but when we're buying them! 
Doesn't Dad put on a Let's see if that doesn’t put an en- 
Santa outfit, pillow and tirely different face on things. Let's 
see if that doesn't take the problem 

right out of the picture! Let's 





Giving see if that doesn’t give a new 
MEANS MORE; —because it is really so old- 
fashioned—meaning to the 
this Yeak whole Christmas spirit idea! 

¥, 

- 











Octeber, 1934 


Gift Buying Ads That Suggest 
Christmas Display ideas 


circles would be painted gold, the leaves two 
shades of green. The water effect at the 
base of the platform would be painted a deep 
blue; the display platform would be painted 
either white or sand; the background proper 
will be painted the same color used for the 
platform; the copy and background illus- 
tration can be developed in black and red; 
the ends of the window would be painted a 
deep blue. 

In the second display advertisement adap- 
tation: “Let’s put the cart before the horse— 
This Christmas!” we have reproduced the 
advertisement in its entirety—that is the 
illustration. The entire background of the 
window would be filled with a huge repro- 
duction of the advertisement’s illustration. 


—We have made a "copy" change in our 
window adaptation of The New York Eve- 
ning Journal advertisement shown below. 
The copy on the advertisement refers to 
“sheets.’ We believe betier window presen- 
tation can be made if the display is a little 
more general. Our display, then, refers to 
"these gifts" rather than just "sheets"— 


—Whether The New York Evening Journal's 

"gift buying’ advertisement suggests sheets 

or is more general, a display adaptation 
will sell gifts— 








FTER all, it was rather clever of Jane. Jane said to herself: “Sup- 
poring nen people send Mary electric wallleirons? One of 
them’ have to go back~thery isn't any family alive with such « 
passion for waffles that you could keep fo of “em going. Well, sup- 
poring two people «ent Mary sheets? Supposing @ dosen of ‘em do? 
Mary will use every one of them sooner or later.” Then Jane added: 
“Of course, some people would think it dida't show much imagina- 
tion to send such practical things. Well, I think it shows a good deal 
of imagination — in thie day and age.” 
‘lot of clever peuple are going to 
send practics! gifte thie yeor, and 
aren't going to thimk they are show. 
ing amy lack of imagination. either. 
They are sell aware that « lot of 
their frvemde sould rather have # 





pair of cony blankets, of some 
Turkish towele—thee o steom yacht 
with oll the trimmings. (The up- 
keep wont be nearly se wriens & 
eratter. either.) 
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A display platform on the window floor, 
fashioned after a sled, would be used to 
feature individual groups of gift merchan- 
dise. Or a smart display effect could be 
achieved by building each group of merchan- 
dise on an individual toy sled painted to 
karmonize with the display background. 

The background in the second display 
should be painted white with the bulk of the 
advertisement painted a deep blue. Santa 
Claus the reindeer and the sleigh could be 
painted in natural colors or if a more mod- 
ern effect was wanted the reinder and sleigh 
could be painted in bold Christmas colors— 
red, green, white, gold. The window floor 
and ends of the window could be painted 
red or black or blue. Smart merchandising 
effects can be made if each group is carried 
out in a color—merchandise, cards, gift 
packages, etc. 


In the third display that we have adapted 
for window display use we again blow up 
the entire advertisement’s illustration and 
utilize the entire background for its display. 
The reader will notice that we have cut the 
illustration at the bottom to permit the intro- 
duction of a tilted display platform to sug- 
gest the table top of the advertisement. All 
manner of gift merchandise, both boxed and 
cpen, will be displayed on the tilted display 
platform. The display would be developed 
in natural colors, or the entire background 
could be white with the Christmas tree effect 
in green with appropriate decorations in 
strong. colors, and the group of figures de- 
veloped in black and red. This would make 
a very modern display and one that would 
be certain to attract. 

In our adaptation of the third advertise- 
ment for display purposes we have changed 
the caption to read: “How Clever of Jane 
to Send us These Gifts.” The original dis- 
play calls for caption “She sent us Sheets 
for Christmas!” but inasmuch as a depart- 
ment store wouldn’t devote an entire win- 
dow display to just sheets, we believe our 
caption, as it is worded to include any type 
of gift merchandise, is the more practical 
for retail display adaptation. The gift mer- 
chandise will be displayed on the tilted plat- 
form in neat gift boxes or will be displayed 
open. The gift display can be developed in 
a certain color scheme, or several different 
colors can be used. 

While we have only shown three of the 
eight special advertisements in the New 
York Evening jJournal’s series, we believe 
our readers will be interested in a brief de- 
scription of the additional five advertise- 
ments—they will undoubtedly suggest sev- 
eral other displays. We will first copy the 
display head, and then describe the charac- 
ter of the illustration. “Ah! a gift I can buy 
without blushing!” Illustration of a man 
standing at a counter considering the pur- 
chase of a smart handbag; the clerk, a 
smartly dressed salesgirl, displays several 
different bags. The bottom of the advertise- 
ment carries two boxes with appropriate il- 
lustrations with heads: “From Men Who 
Blush Eeasily”’—suggesting luggage, etc.; 
“From Men With Good Blush Control’— 
suggesting lingerie, hosiery, etc. 

“When Cinderella Stepped Out of the 

[Continued on page 40] 


DISPLAY WORLD ie 





ss Za © aink 
Hohl fea Fd 1 Ue Soul eel 
DONT Hive Hin Those XMAS GIFTS 


Y, 


























YT Ulf | 


cd ) : LA 4 ‘Lf if ¥ Wy] 4 MA 
~ /* Wr ce a /S Ay Se 


\ / , # 4 


5 Mh, MIM 9 Too me 44 BEY el 
Labi put the carl ter, Ua herg DS Cecilia! 
Y iy /y b 7 ‘ Myf iy {i |; f 














4, 


MA 


am se gai 
al) : 
aN | 
ANNI 
ree) Ming! 


"OO Miitun 
Gir . Ls pe a Ny 
S Pah aoe 


AS ey 


, 


- | f sf r A 
V4 y ‘ih 
4 ire 

















October, 1934 




















Qa 
~] 
RS 
1@) 
SB 
~ 
< 
] 
Qa, 
“ 
Q 
































October, 1934 


DISPLAY WORLD 


Highbee’s Present their 
igsest Christmas 


Santa Claus descended upon Cleveland im- 
mediately following Thanksgiving dinner, 
and with the various stores all opening their 
Christmas display at the same time Cleve- 
landers had something to look at and talk 
about. Many smart and different displays 
were created, but our consideration of this 
Cleveland toy display must be confined to 
The Higbee Company. 

We brought our Santa Claus, several rein- 
deer, and Mickey and Minnie Mouse all into 
town on an airplaze. The airport was 
crowded with people to welcome them. They 
were driven on a long parade through the 
city, picking up a 100-piece band for the 
final march down Euclid avenue to Public 
square where Santa presented city officials 
with an order for 100 Thanksgiving dinners 
for the poor. The Higbee toy department 
features a trip to the house of Mickey Mouse, 
via a huge transport plane which takes the 
children through an “enchanted forest.” This 
trip, plus a surprise gift package, cost 25 
cents. Several other features were free. 

Higbee’s toyland occupied the entire sev- 
enth floor of the Higbee building. We re- 
peated several of the more successful toyland 
features of last year, and also presented sev- 
eral new ideas. A circus atmosphere was 
imparted to the regular toy floor by an organ 
grinder and a performing monkey and wan- 
dering minstrels. These features wandered 
amid the entire toy floor and furnished 
amusement for the many customers. Three 
times a day, a one-ring circus was put on 


—Transportation building at Higbee's 1933 
Christmas Toy show is shown at top, left— 


—DMickey and Minnie Mouse give out pres- 
ents inside their house; house constructed of 
wallboard— 

—The "Tradin' Post" display was supervised 
by Chief Deerfoot, an Apache Indian. Dis- 
play of natural logs— 

—The runway to the entrance of the “United 
Airlines" plane leads to the children's gift 
package display— 

—Higbee's "Book Shop" proved to be one 
of the most effective individual shops in 
their entire Christmas display— 
—The Children's Theatre attracted a lot of 
attention and drew large crowds of children 
to each presentation— 

—The "Automobile" display was a great 
favorite with the boys. Display done in 
green, silver, and vermilion— 

—The big attraction at "Higbee's" toy show 
were the real reindeer. (Santa just couldn't 
be very far away, with his reindeer at 
Higbee's)— 

—The display at the bottom right shows a 
view of Higbee’s Doll and Midget Cafe sec- 
tions, both tremendous attractions— 


By R. J. MARIMON 
The Higbee Company 
Cleveland, Ohio 


free of charge in the Children’s Theatre. 
The theme of the toy department was: “A 
Century of Progress Toytown.” The archi- 
tectural embellishments reproduce some of 
the atmosphere of the Chicago Fair, espe- 
cially the multi-colored recessed lighting. A 
Midget Cafe and a busy popcorn stand at- 
tracted many. All clerks: were dressed in 
special blue smocks with yellow and orange 


appliques. 
In addition to Toytown, Higbee’s pre- 
sented: “A Century of Progress in Play 


Materials.” This exhibit was from the edu- 
cational exhibit of the National College of 
Education, Evanston, Ill. The old and the 
new in toys were shown side by side to 
illustrate the scientific reasons for modern 
playthings. Many museum pieces were in- 
cluded in the exhibit. 

Higbee’s electrical transportation display 
featured all sorts of electrical toys. Included 
in the group were aeroplanes, trains, tractors, 
all sorts of motor-driven toys as well as 
electrical automobiles. A large section of 
the electrical exhibit was devoted to elec- 
trical trains—if the reader will study the 
picture showing the electrical display, he will 
see the complete village and mountains 
through which toy trains operated. The 
transportation display was done in yellow 
and greens. The base of the modern col- 
umns was painted a light yellow, the sides 
of the columns were painted a dark yellow. 
The first lateral was painted a dark green; 
the second lateral was painted white; the 
third lateral was painted a light green. The 
second lateral silhouetted a group of cut-out 
objects, while the cut-out signs were illumi- 
nated from behind. 

The Mickey and Minnie Mouse surprise 
house is also shown. The house was built 
of wallboard and lumber and painted bright 
colors. The house contained the package 
chute where Mickey and Minnie Mouse, in 
costume, gave the children their added pre- 
mium. 

The “Tradin’ Post” proved to be one of 
Higbee’s most successful attractions—at least 
from the boys’ standpoint. The display was 
done entirely in natural logs, while several 
bear skins and skins of other animals were 
used for decoration. Chief Deerfoot, an 
Apache Indian, was in charge of the display. 
The display featured all sorts of Indian and 
cowboy suits, guns, hats, Indian drums, 
games and other such merchandise. 

The Higbee transport plane is shown with 
the group of pictures. It was built by the 
display department, and while. it consists of 
wallboard, fabric, wooden struts and pro- 
peller, a real tire, the effect is quite real- 
istic. The children made their way into the 
plane via the runway. Once inside the plane 


they entered the “enchanted forest.” The 
cost of the trip was 25 cents, and it included 
several surprise features. 

One of the most effective Higbee toy de- 
partments was the “Higbee Book Shop.” The 
reproduction of an open book placed on the 
top of several upright books effected a real- 
istic entrance. The standing book forms 
were produced by using large cardboard 
tubes and wallboard. The books were painted 
in their natural colors—the colors found on 
the particular books displayed inside the 
book department. The walls of the shop 
were done in lemon yellow; the shelving 
was trimmed in green, 

I don’t believe there was a child in Cleve- 
land that didn’t visit Higbee’s Children’s 
Theatre. The modern front attracted favor- 
able attention, and with the three free circus 
performances given each day the theatre was 
always crowded with children. The circus 
features consisted of a dog and pony show, 
while a bucking mule was included as an 
added attraction. The theatre was done in 
chrome yellow walls trimmed in Chinese red. 
The cut-out letters were silhouetted. Clever 
Mickey House paintings lined the walls of 
the theatre. 

Automobiles were featured in their own 
special display. The section presented all 
types of cars—from small toy autos to auto- 
mobiles large enough to ride in. The boy 
found sport model cars, enclosed models, 
trucks, fire engines, racing cars, delivery 
wagons, dump trucks, and all manner of 
automobile vehicles. The display was painted 
in green and silver columns; the laterals 
were painted a dull silver; side trim was of 
vermilion, 

Santa’s reindeer were also shown at Hig- 
bee’s toy show. The reindeer pen was in- 
cluded in the “enchanted forest” display. 
Realistic mountains formed a background for 
the reindeer pen, while real trees, rocks and 
moss formed a perfect setting for the deer. 
When the children would see the reindeer, 
they would all know that Santa Claus wasn’t 
very far away. 

Cleveland’s girls were all interested in our 
“Doll House.” This display was one of our 
largest. It occupied a prominent position 
on the toy floor, and was some three bays 
wide and two bays deep. All sorts of dolls 
were featured in the doll house. And all 
manner of doll buggies, clothing, furniture, 
houses and other such merchandise was fea- 
tured in this department. The picture show- 
ing the “Doll House” also shows a view of 
our “Midget Cafe” where the children sat at 
a real counter or at small tables and ordered 
sandwiches, pastry and drinks. The Midget 
Cafe proved to be one of our most popular 
departments. 
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BACKGROUNDS 


We believe our readers will be able to re- 
produce these displays for window back- 
ground reproductions. We believe our read- 
ers will be able to select smart color schemes, 
sc our only consideration of these back- 
grounds is but to suggest the merchandising 
idea behind each display and to recommend 
certain effective color schemes. 

The functional display reproduced at the 
top of this page suggests an idea which is 
developed around “stars.” Four stars ap- 
pear on each background over two star- 
shaped columns. The center displayer is 
also shaped like a star, and it will be used to 
feature bulky merchandise. Strong color 
contrasts must be used to make this window 
most effective-—the blue of the winter sky, 
the silver of the winter stars, and the white 
of snow for the background and floor of the 
center displayer. 

A smart toy or gift display can be pro- 
duced if the displayman copies the modern 
stepped background display shown in the 
center of the opposite page. The modern 
column effect on the left is stepped to form 
a Christmas tree form and to also form 
shelves across the back of the window for 
the display of goods. The face of the win- 
dow shelves could be either red or green; 
the face of the tree form could be white or 
silver; the top of the shelves should be gold. 
The Santa Claus heads will be developed in 
the colors used on the Christmas tree form. 

A display that will merchandise both 
bulky and small gift merchandise is indi- 
cated at the bottom of the opposite page. A 
smart shelf arrangement can be effected on 
each star, while the actual background at 
each end of the display can be utilized for 
the display of gift merchandise, or shelves 
can be introduced just below the bottom line 
of each group of three lines. The center 
unit will merchandise large gift items. The 
display platform will elevate the display. 
Imagine a pale rose background with deep 
red end pieces; stars in silver and red, with 
the lines radiating from the stars in silver 
or white; the cut-out letters would be in 
green. Were several displays to be pat- 
terned along the design of this display, one 
display could be developed in greens, with 
the cut-out letters in red; another display 
could be developed in blues, with the cut- 
out letters in gold. 

The display at the top of page 15 suggests 
a smart arrangement of panel forms, with a 
stepped platform arrangement to permit the 
merchandising of all types and sizes of gift 
goods. The tree forms will permit the dis- 
play of gift merchandise pinned to the trees. 
A tremendously effective display could out- 
line the trees in neon tubing—in fact, neon 
tubing could be introduced in every display 
on pages 14 and 15. This display will be 
most effective if developed in strong con- 
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trasts: White background and display plat- 
forms; green tree forms and display panels. 

Our most modern display is indicated in 
the center of the group on page 15. It sug- 
gests a smart geometrical tree form at the 
right side of the window with shelf forms 
radiating from the tree form. The end of 
each shelf form holds a candle form. Giit 
merchandise will be displayed on _ the 
shelves; bulky merchandise will be placed 
on the window floor immediately in front of 
the shelf forms. Display can be produced 
in heavy or light Christmas colors. 

The bottom display on page 15 suggests a 
smart arrangement of a huge Santa Claus 
head on a large panel to predominate an 
arrangement of shelves on which gift mer- 
chandise will be arranged. The shelves are 
of such size that small items will be shown 
on the top shelf with the size of the gift 
items increasing as the shelves increase in 
size. Bulky merchandise or garments on 
forms can be displayed at the extreme right 
of the display. Display should be devel- 
cped in smart Christmas colors. Santa 
Claus head can be developed in natural col- 
ors on a plain background of white or silver 
or gold. The balance of the background will 
take its color cue from the development of 
the Santa Claus head panel, with the shelves 
being painted the lighter color, the back- 
ground the darker. Or three or more colors 
can be introduced on the background, the 
shelves being one color, the circles the sec- 
ond color, with the background proper being 
the third color, the window floor and side 
walls still another color. 


—A functional background to be done in 
blue, white, and silver—deep blue back- 
ground and floor, silver stars, columns and 
framework, and white background. The dis- 
play will merchandise any type goods— 


—The display in the center of this page 

suggests a smart background arrangement 

for gift goods or toys. The shelves and 

stepped displayer on the left will show gift 

merchandise; the front of the display can be 
used for more bulky goods— 


—At the bottom of this page is a Christmas 

background that will prove most effective if 

used for clothing or ready to wear. The 

platform in the center of the display will 

feature merchandise on forms; the panels 

‘and stars—right and left fronts—will feature 
small gift merchandise— 


—A display that can be adapted for gift 
merchandise as well as larger lines of goods, 
is indicated at the top of the opposite page. 
Gift goods can be displayed fastened to the 
Christmas tree forms; the platforms and win- 
dow floor will feature other lines of gifts— 


—The most effective and different Christmas 

display suggested with this smart group of 

modern windows is shown in the center of 

the opposite page. The line and form of the 

display distinguishes it from the ordinary. 

Gift merchandise and larger lines of goods 
can be featured— 


—A smart Christmas background is sug- 

gested at the bottom of the opposite page. 

It consists of a series of shelf displayers on 

which boxed gifts as well as gifts on forms 

can be featured. A simple display to 
reproduce— 
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J. Re Richter’s Last 
Christmas Displays 


A month of “gift windows,” merchandised 
constantly for four weeks at Christmas time, 
gives displaymen an opportunity to prove 
their versatility. I know of nothing that 
proves display ability quicker than the con- 
stant presentation of similar goods over a 
period of several weeks. The displayman 
tries to effect changes in each display set-up, 
but unless he is careful in designing his 


By J. H. RICHTER* 
The Fair 


Chicago, Illinois 


original displays to permit variety of dis- 
play effects, the windows that follow the 
origanl opening of Christmas gift displays 
are very apt to ape the original presentations. 

I think the most successful front is the 
one designed to merchandise bulky gift 
goods, with open display backgrounds and 
floors to permit the proper presentation of 
large gift items. Proper display of small gift 
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items will follow or precede the display of 
bulky goods on smartly designed construc- 
tional display pieces, while occasional com- 
bination displays consisting of bulky and 
small gift items will enable the displayman 
to effect variety in his gift window front. 

Let us consider the few small gift item 
displays illustrated with this story. Let us 
analyze the fundamentals entering into the 
various ‘displays and determine just how 
practical the various displays are so far as 
adaptability and variety 1s concerned. It 
will be noticed that each window display 
illustrated has a similar and yet different 
background. In other words, the backgrounds 
developed for each window display consist of 
a center panel depicting some Christmas 
scene—in the three displays illustrated the 
scene suggests snow-covered trees, yet it will 
be noticed that each scene is different. By 
changing the scenic effects in each back- 
ground, one note of variety is obtained. 

The only permanent feature of the Christ- 
mas backgrounds consists of the metal cor- 
nice and metal frame for the scenic panels. 
The tall end panels formed a permanent part 
of the backgrounds, but these were inter- 
changeable to effect different color schemes. 
The large cut-out copy captions—Gifts of 
Beauty; Distinctive Gifts; Gifts of Charm— 
were used in every window. Many other 
captions were used, while the background 
copy was changed as different displays were 
made. A handkerchief display featured a 
large background caption featuring “Hand- 
kerchiefs.” A display presenting a_ vast 
number of different gifts had a background 
caption that read “Gifts Galore.” 

Smart decorative tree and candle and 
wreath effects were introduced in the differ- 
ent windows immediately in front of the 


—A smart arrangement of gifts is shown in 

the "Gifts of Charm" display. Notice the 

interesting arrangement of triangular display 

forms on which boxed merchandise is dis- 
played— 


—The display of "Distinctive Gifts" is devel- 
oped around a set of three stepped plat- 
forms. A smart decorative effect is intro- 
duced in the round Christmas tree forms 
decorated with holly— 


— "Gifts of Beauty" present a display of "art 

objects" in a distinguished setting. Modern 

stepped displayers merchandise the art 

goods; dark panels and decorative candle 
goods add atmosphers— 


*J. H. Richter, one of the country’s best-known 
displaymen, passed away May 13, 1934. This article 
was prepared prior to his death. 
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—tThe entrance to the "Fairy Tale” toy fea- 

ture is through the entrance on the right. 

It consists of a package shop where every 

child receives a gift. Admission to the 
castle is free— 


—lInside the castle is a group of fairy tale 

characters. Each display is animated, and 

consists of such well-known figures as Old 

King Cole, the Old Woman that Lived in a 
Shoe, the Cat and the Fiddle— 


—A scene from the "Fairy Tale" package 

shop is shown at the bottom of the opposite 

page. The boys get their gift packages on 

one side of the display, the girls on the 

other. The display was done in bright 
Christmas colors— 


two tall end panels. One display in this 
series contained two tall candelabras. The 
candelabras were furnished with a heavy dec- 
orative base while holly sprays were wrapped 
around the candles. Another window con- 
tained two ornamental Christmas trees also 
wrapped with holly sprays. The tree forms 
were made of wire and wrapped with tinsel 


ribbon. Still another set of windows con- 
tained an ornamental illuminated floral 
spray. 


The displayman will notice that in every 
gift window the display is built up around a 
series of removable display forms and con- 
structional platforms. Variety is secured by 
rearrangement of the different forms and 
display pieces. Smart cut-out copy effects 
were used in many of the windows, while the 
constructional forms were so interchangeable 
that interesting combinations were secured 
with the different pieces. 

The Fair’s toy department proved to be one 
that will long be remembered by Chicagoans. 
The entire display was designed and pro- 
duced in our display department. It con- 
sisted of a huge “Fairy Tale” castle which 
formed Santa’s throne and the entrance to 
the package shop and Fairy Tale land. Chil- 
dren were admitted free to the Fairy Tale 
castle, but a 25-cent admission was charged 
to the package shop where the admission 
ticket entitled the child to secure a gift 
package. 

The castle walls and all contributing ef- 
fects were painted in bright Christmas colors. 
All effects were constructed of wallboard 
and lumber. Parchment lamp shades added 
color and atmosphere to the various scenes. 
Appropriate signs, also done in the manner 
of the display, informed the children where 
various displays could be found and which 
side of the package chute was for boys and 
which for girls. Cut-out figures of gnomes 
and other fairy tale characters decorated the 
walls of the castle and the package shop. 
Artificial Christmas trees appeared through- 
out the various displays; the trees were dec- 
orated with lights and ornaments. 

The mechanical exhibit of the Fairy Tale 
castle proved a tremendous source of enjoy- 
ment to the children. The various fairy tales 
presented were animated, and the children, 
as well as the grown-ups, enjoyed the antics 
of the various figures. Each fairy tale pre- 
sented occupied its special niche in the walls 
of the castle. Each display was illuminated 
by concealed lighting, while each display was 
identified by not only a sign which ran the 
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full length of the display but by a wall sign 
which gave the entire verse from which the 
scene was taken. The scene presented with 
this group of pictures shows the King in his 
Counting House counting out his money. 
The King moves his head and arms, effect- 
ing the illusion of actually counting his 
money, while the guards stand stiffly at at- 
tention and move their heads. 

Several other animated displays included 
in the walls of the castle consisted of such 
well-known fairy tales as Old King Cole— 
in this instance the king sits on his throne 
and moves his hands and head in enjoyment 
of the music. A servant stands on his left 
holding his pipe, while a servant on his right 
holds his bowl. His three fiddlers stand at 
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the front of the display fiddling, one would 
imagine, for their very lives. 

“The Queen Was in the Parlor Eating 
Bread and Honey” was presented with a 
royal queen sitting at a long table eating 
bread and honey. Two servants stand on her 
left and nod their heads. “The Old Woman 
in the Shoe” was also presented, with sev- 
eral children playing games in the fore- 
ground, while the Old Woman carried a stick 
and seemed to be trying to “Send the chil- 
dren to bed.” The cow had a grand time 
jumping over the moon, while the cat fiddled 
and the dog laughed. Even the dish and the 
spoon enjoyed the presentation because while 
they ran away they always returned to run 
away again. 





18 


DISPLAY WORLD 


October, 1934 


Stix. Baer and Fuller 
Toy Windows 


Three of the most effective toy windows 
ever created for Stix, Baer and Fuller 
Christmas displays were presented to the St. 
Louis public last year. These displays ap- 
peared in three huge windows—one a corner 
display, the other two being side windows. 
The construction of the displays permitted 
elaborate effects to be achieved, and with the 
animation of the figures in every display the 
display’s power of presentation can not be 
questioned. 

The most effective display of the three ap- 
peared in one of our huge corner windows. 
It presented seven different fairy tales—the 
display appears on the cover of this issue of 
DISPLAY WORLD. The fairy tales being 
featured in the window consist of the follow- 


By CARL H. SHANK 
Stix, Baer and Fuller Company 
St. Louis, Mo. 


ing: Jack the Giant Killer, represented by 
a small figure of Jack standing at the base 
of a huge giant; Peter, Peter Pumpkin 
Eater—represented by a smart group of fig- 
ures and a “pumpkin house,” the figures 
consisting of Peter and his Wife; Jack 
Spratt and Wife—represented by Jack and 
his Wife at a table, in front of which a very 
lean dog and cat are trying to find some 
rourishment on a bone with which Jack and 
his Wife have just finished; the Old Woman 
who lived in a Shoe—represented by the shoe 
house, the Old Woman and a group of some 
seven or eight children; Red Riding Hood— 
represented by Little Red Riding Hood sit- 
ting at the side of the bed containing a fig- 
ure of the Wolf; Humpty Dumpty—repre- 





sented by the figure of an egg man perched 
on the side of the hill; Little Jack Horner— 
represented by a figure of a small boy, also 
perched in a nook on the side of the hill, 
eating a pie. 

The sign in the corner window reads: “We 
came from Story Book Land to say, “May 
joy be with you on Christmas day, may joy 
be yours in the glad New Year;’ this is our 
wish to you, children dear.” The background 
display was done entirely in natural colors; 
the clothes worn by the figures were actual 
garments fashioned for them; even the fur- 
niture and accessories for the different 
groups were especially built and were sturdy 
in construction. 

The toy window featuring the “Kids at 
play” was done in light pastel colors and, 
like the corner toy window and the forest 
scene, the figures were all animated. The 
figures were all especially constructed, as 
was the furniture, costumes, houses and 
other contributing display effects. The for- 
est scene, unlike the “Kid” scene, was done 
in heavier colors. This afforded a better 
contrast between the two displays. 

The sign in the “Kid” window read: “The 
Kids will dance and the Kids will play, for 
the Big Bad Wolf will sleep all day—he 
won't huff and blow much more—and, oh, 
how we hope that he won’t snore.” The 
sign in the forest or “Fox” window read: 
“Please, teacher, look how they stare—all 
those girls and boys out there—I can’t do 
sums on my slate—they won’t let me con- 
cen-trate.” 


—The huge toy display shown immediately 
below was but one of three similar toy pres- 
entations featured by Stix, Baer & Fuller dur- 
ing Christmas. The figures are all mechan- 
ical. The sign in the window reads: "The 
kids will dance and the kids will play. For 
the big bad wolf will sleep all day. He 
won't huff and puff and blow much more, 
and oh, how we hope that he won't snore"— 


—To afford complete contrast between fea- 
ture toy windows, Stix, Baer & Fuller's corner 
toy display—shown on the cover—is a com- 
plete change from the two displays pictured 
here. The "Kid" display was done in light 
colors; the forest scene was done in dark 
colors. The sign reads: "Please, Teacher, 
look how they stare, all those boys and girls 
out there. | can't do sums on my slate... 
they won't let me concentrate"— 
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Try This On Your Own Windows With 
Traton, Flexton and Velton 


In the good old vaudeville days there was 
an act in which a famous designer of wom- 
en’s gowns created gorgeous garments on a 
live model quick as a cat could wink its eye. 
He appeared on the stage with a bolt of silk 
£ and a mouthful of pins. His model stood 10 
: feet away and he lassoed her with bands of 
silk from neck to ankles. A pin here and 
there and the model stepped to the foot- 
lights garbed for an inaugural ball. The act 
was a sensation. 

In a room at the Sherman hotel in Chicago 
incident to the I. A. D. M. exhibit, a young 
man appeared before a group of window de- 
signers carrying a small roll of colored fiber 
and a yard stick. Unrolling the material on 
a table he took from his pocket a knife. A 
measurement now and then, a few quick 
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slashes with the knife, a fold here and there, 
a few brass spread fasteners inserted and a 
beautiful window display was complete and 
ready for the merchandise. It, too, was a 
sensation. 

Not a tack. Not a nail. Not a piece of 
wood. Nota drop of paint. There stood un- 
supported a sturdy background, columns and 
plateaus, brilliant in color, artistic in de- 
sign—all the work of a few minutes. To 
demonstrate the strength, the young man sat 
down on a plateau and lifted his feet from 
the floor—152 pounds of dead weight and 
not a break or a bulge. 

Here’s a picture of the job. The main 
panel showing the star is of dark blue Tra- 
ton, a deeply crinkled material laminated 
ready for use in strong, tough corrugated 
board. The rounded columns at either side 
are made of Flexton, brilliant silver in tone 
—a fluted material backed with a fiber board 
that gives it unbelievable strength. The ter- 
raced rounded plateaus in the center are 
pure white Traton. The two side square col- 
umns containing dark blue shelves are white 
Traton and the one square column near the 
floral spray is silver Traton. Traton and 
Flexton are the products of the Hinde & 
Dauch Paper Company, Sandusky, Ohio. 











New Christmas Decorations 
By Botanical 


L. M. Selig of the Botanical Decorative 
Supply Company, Chicago, has announced 
the production of new and distinctive Christ- 
mas decorations that are in harmony with 
the latest ideas in the display field. The 
company’s display rooms at 325 West Madi- 
son street, as a result, are kept busy with 
local and out-of-town visitors. 
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tell us of an unbelievable number of ways in which it 
helps them in their work. With it they can put in dis- 
plays never before possible, quickly and at low cost, 
Best of all it improves their ae nen 
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13 S. Throop St. CHICAGO 
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INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago. 
I am interested in seeing a demonstration of the new K9 Cutawl. 
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24-PAGE ILLUSTRATED BOOKLET 


“CHROMIUM FOR DISPLAY” 


Just Off the Press! 


A copy of this booklet will be sent you promptly if you 
will write us on your business stationery. Illustrations 
of actual installations show how American Bonded 
CHROMIUM is being used in modern display and 
decorative effects and in sign work. This modern metal 
is in trend with the times, and you will be amazed at 
the many possibilities for its use in decorative and 
display work. 


Decorative and display jobbers— 
write for distributor’s proposition. 


Write for your copy today! 


AMERICAN NICKELOID CO. 


20 FRONT ST., PERU, ILLINOIS 
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Brothers’ Christmas 





By R. J. REQUA 
Lit Brothers 
Philadelphia, Pa. 








Christmas displays that are different, was 
the order of the season at Lit Brothers last 
year. Every presentation was developed in 
just as different a manner as possible. Every 
feature promotional display was given spe- 
cial attention, and many startling window 
presentations resulted. I am only showing 
three different displays with this short re- 
view of our Christmas displays, but many 
additional displays introducing similar tech- 
niques were merchandised. I could speak 
at length of our different gift displays—dis- 
plays consisting of feature men’s wear pres- 
entations, ready-to-wear and other garment 
displays, boxed gift goods, household and art 
displays—but as space is short and there is 
much I can say about the few examples of 
Christmas displays used with this article, I 
must confine my consideration of holiday 
windows to the three examples used on these 
pages. 

Our holiday toy window proved to be one 
of Lit Brothers’ most successful toy displays. 
We presented the toy display in a very dif- 
ferent manner. This feature window, instead 
of being filled from window glass to back- 
ground with toys, was designed to call the 
public’s attention to our toy floor rather than 
attempting to show the public our complete 
line of toys. Several toys were shown in the 
display, but child interest was the object of 
the window and that is just exactly what 
the display achieved. 

We called our feature toy display “Alice 
in Wonderland with Four Little Toy Mak- 
ers.” We had four little midgets dressed as 
gnomes in the window. Little Alice was 
also represented, but she doesn’t appear in 
the display. The gnomes spent their time 
making different toys—cutting them out of 
wood, putting the various toys together, 
painting them, etc. Alice would hurry from 


—Lit Brothers’ "Gifts for Mother, Father, 

Sister, and Brother" display attracted con- 

siderable attention due to the fact that it 

merchandised "household" gifts rather than 

the more ordinary lines of gift merchandise. 

The display sold a great amount of house- 
hold merchandise— 


—-The toy window shown in the center of the 

group of three displays presents Lit Brothers’ 

"Four. Little Toy Makers." The Toy Makers 

devoted their entire time to the construction 

of various toys. The display attraced tre- 

mendous attention, and people were always 
crowded in front of it— 


—"Gift Umbrellas" aren't often merchan- 
dised as a feature gift item, but this display 
of umbrellas for Lit Brothers proved the ex- 
ception to the rule. The Christmas tree 
effect produced by placing a silver star on 
the top of an umbrella and Christmas tree 
ball decorations around the bottom of the 
umbrella commanded attention— 
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table to table to watch the gnomes at work, 
and she would admire the various toys. A 
large “ledger book” on the display’s top plat- 
form was used to enter different children’s 
names for special toys. 

The toy display was especially built to rep- 
resent one of Santa’s workrooms. The con- 
struction was very sturdy with real lumber 
being employed in the stairway, platform, 
tables, benches, shelves, doors, etc. The dis- 
play was painted in rich browns, tans and 
yellows. The various toys displayed in the 
window added bits of high color to the dis- 
play. To prove just how successful the dis- 
play was with the public, even during the 
rain and snow, the window was crowded 
with interested spectators. 

One of our most successful gift windows 
was the display of “household” gifts for 
mother, father, sister and brother. All man- 
ner of household gifts were featured in the 
display, and the presentation sold great 
quantities of household merchandise. The 
window background was divided into four 
sections. Each section consisted of a tall 
panel on which a series of shelves were 
fastened—the shelves all appeared on the 
right side of the panels. A‘smart cartoon 
sketch of mother, father, sister and brother 
was featured on individual panels. An in- 
teresting banner effect was used across the 
entire length of the background panels at the 
top of the panels. The banner identified each 
group of gifts. A small floor platform dis- 
player featured individual gifts for the vari- 
ous members of the family. A washing ma- 
chine and an electric refrigerator appeared 
on different ends of the window. The dis- 
play was worked out in whites and bright 
Christmas colors. The window sign read: 
“Time-saving gifts, labor-saving gifts, gifts 
for the hostess. ... Our household section 
is the happy hunting ground for holiday 
shoppers.” 

Speaking of a “different” display, I need 
but call your attention to our gift umbrella 
display. It is extremely modern in design, 
and continental in display application. A 
tilted display platform or board paralleled 
the window glass and ran the length of the 
merchandise display. This board was divided 
at regular intervals with boxed gift um- 
brellas, while between each division appeared 
two umbrellas of a certain price and color— 
the umbrellas in each division were crossed. 
A row of smart umbrellas appeared on the 
window floor, while a group of four um- 
brellas appeared opened across the top of the 
tilted display board. 

The opened umbrellas in the umbrella dis- 
play effected the form of Christmas trees. 
A silver star was fastened to the top of each 
umbrella, while Christmas tree balls were 
fastened on the tips of every umbrelia. A 
large silver holly wreath was used on the 
window background immediately above the 
center of the display, while a large silver 
star appeared in the exact center of the 
wreath. The sign in the umbrella window 
read: “Fascinating new styles and attractive 
low prices on gift umbrellas ... smart 
enough to spread sunshine even on a rainy 
day!” 

Every Lit Brothers’ display background 
for the holiday displays was covered with 
white satin. The window floors were all 
covered with white Teddy Bear plush. 
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offered. 


Announcing 


A new service for display at low cost— 


DIE-CUT LETTERS and 
Numerals--1" to 10” high 


(any thickness from ¥4" to 4’) 


A complete, low-priced service on high-quality die-cut letters and 
numerals is now available to display men. 
diate delivery on the most complete range of sizes and designs ever 
Letters come to you ready for you to paint, or may be 
ordered faced with silver or gold foil, in plain or stippled finish. 
Display men everywhere are eliminating the bother, expense and 
crudeness of hand-cutting, and are using these die-cut characters. 
You will find them a great time saver in planning special displays. 
Write for a complete line of samples and prices. 
pleasantly surprised at the variety and low cost of this new service. 


You can obtain imme- 


You will be 


TERRITORY OPEN FOR _ LIVE-WIRE 
SALESMEN—WRITE FOR INFORMATION 


CONVERTERS, Inc., 


55 AMHERST 


CAMBRIDGE, MASS. ' 
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ST. 

















New= 


2152-60 Superior Ave. 


HOLIDAY DECORATIONS 
THAT ARE DIFFERENT 
BY MUTUAL 


Creative : 
Alluring Fascinating=— 


Emphasize your merchandise in your display windows, store interiors and 
show rooms with display papers, fabrics, metallic cloths, cellophanes in plain 
and fancy designs for the Holiday Season. 


SEND FOR SURPRISE BOX OF HOLIDAY 
DISPLAY IDEAS WITH OUR COMPLIMENTS 


MUTUAL SALES & MFG. COMPANY 


Cleveland, Ohio 
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Animated Christmas Displays 
IN STRICTLY 1934 STYLE 


New and up-to-date numbers which provide you 
with maximum values and freedom from mechani- 
cal troubles. Carefully made. Priced low enough 
to meet the times. 

Send for special trade folder No. 7. 
UNITED DISPLAY SERVICE CoO., Inc. 
440 S. DEARBORN ST. CHICAGO 








DIE-CUT FELT LETTERS 


6 Styles—18 Sizes—8 Colors 


DIE-CUT CORK LETTERS 
6 Styles—18 Sizes—% Inch Thick 


FELT LETTER SHOW CARD KIT 
Interchangeable Felt Letter Show Cards 


New Circulafs on Request 
FELT LETTER STUDIOS - 
538 So. Wells St. 

DISTRIBUTORS WANTED 


Chicago, Ill. 


MFRS. 
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Simplicity of Presentation 
Distinguishes Read’s Displays 


D. M. Read’s 1933 Christmas displays were 
distinguished from previous Christmas pres- 
entations by the complete coordination of 
window displays and interiors. While we 
didn’t effect the same decorative scheme used 
in the windows in the interior of the stores, 
we did present the same type decorative ef- 
fects used in the windows in the interior of 
the store. For example, the center niche in 
every display is backed with silver foil; the 
niche contains either a holly wreath or some 
similar decorative floral effect. The inte- 
rior of our first floor was done entirely in 
silver candies placed on huge silver bases, 
with smart ledge displays effected by using 
silver pedestal displayers. Every column on 
our main floor displayed two holly wreaths, 


By LOTHAR DITTMAR 
The D. M. Read Company 
Bridgeport, Conn. 


while the show cards used in our windows 
were also used in the interior for all types 
of departmental displays. 

Immediately in front of one street floor 
entrance appeared two huge 14-foot Christ- 
mas trees. The trees were in natural colors 
and were decorated with large silver balls 
and lights. Christmas trees were also placed 
over our basement stairways. Modern dis- 
play platforms covered the necessary portion 
of the stairway, the Christmas trees were 
then mounted on the platforms. A decorative 
base, designed to match the bases used for 
the decorative candles on the ledges, ap- 
peared around the base of the trees. Smart 
groups of gift merchandise were displayed 


-on each platform. 





A special “Gift Aisle” attracted tremen- 
dous attention. It ran the entire length of 
the store, and was merchandised on a group 
of display tables and counters. The decora- 
tions for this gift aisle consisted of large 
silver stars hung from the ceiling—forty-six 
stars being used in the gift aisle. The stars 
were of the modern type, being made of 
silver paper and having some twelve points. 
The columns on each side of the gift aisle 
contained two holly wreaths each. Special 
lighting fixtures consisted of parchment 
cylinders with several bands of bright colors. 
The same type cylinders were used in sev- 
eral of the window displays as pedestals. 
The cylinders, whether used in the windows 
or in the interior, were always illuminated. 

The windows all contained a special foot 
board which ran across the footlights in our 
windows. The strip was covered with green 
duvetyn. The letters were all cut out of 
beaver board and covered with silver flitter— 
the letters first being painted green. The 
large letters, “Read’s” were cut from wood. 
The window backgrounds consisted of a 
series of green duvetyn covered panels in the 
center of which a niche appeared. The niche, 
as has been said, was covered in silver foil 
and served as a_ background for holly 
wreaths, special merchandise copy and vari- 
ous decorative effects. 

The display of ready-to-wear, illustrated 
here, shows the character of our window 
backgrounds. The merchandise in this par- 
ticular window was devoted to a presenta- 
tion of gift items shown in the Christmas 
issue of Vogue. A copy of the magazine 
appeared in the background niche, while the 
niche itself contained a reproduction of the 
magazine cover and the copy used on the 
cover. 

The men’s wear display suggests but one 


—The D. M. Read "Vogue" display pre- 
sented merchandise as selected from Vogue. 
The Christmas background effect reproduces 
the Vogue cover, which is seen in the lower 
right-hand corner of the background niche. 
The cut-out copy "It's Christmas Time at 
Read's" was done in flitter— 


—We didn't forget "Dad" in our Christmas 
front at Read's. Several windows were de- 
voted to men's gift merchandise during the 
entire time our Christmas front was in. The 
comic poster cards were used in every win- 
dow devoted to men's goods; the comic pos- 
ters were all different, and were made by 
our cardwriter— 
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of several smart gift presentations made in 
our windows for our men’s wear section dur- 
ing the holiday season. Our card depart- 
ment developed a series of six smart poster 
cards which were used on the backgrounds 
in our men’s windows. We merchandised 
two windows with men’s gift merchandise 
for the entire Christmas buying season, and 
a new poster design was used each time a 
complete window change was made. After 
the posters came out of the windows they 
were used on the ledges in the men’s fur- 
nishings department. 





Message From Floyd E. Tucker, 
President, P. C. A. D. M. 

The convention message from the newly 
elected president imposes an obligation which 
it is not easy to fulfill. I would prefer sim- 
ply to express one thought which is con- 
stantly impressed upon my mind, and that is 
the value of association membership. 

So many times you hear displaymen ask 
the following: “What can I get out of a 
display association?” This is a most natural 
question, and one that is frequently awk- 
ward, but certainly not difficult, to answer. 
I suggest that these same displaymen ask a 
second question as follows. “What can I get 
out of life?” They can answer this very 
easily for themselves and, of course, the an- 
swer is applicable to the first inquiry as well. 
In other words, we get out of life (or an 
association) just what we put into it. 

If you have the right attitude toward your 
work—a desire to increase your knowledge— 
often with that desire you can accomplish 
more than a person of greater ability who 
lacks the desire or urge. Walter Dill Scott 
has said: “Success or failure in business is 
caused more by mental attitude even than by 
mental capacities.” 

In this article I direct my thoughts not so 
much to display executives who have already 
won their laurels, for these men discovered 
years ago the real value of association work 
and so continue to use it and add to its value. 
I appeal rather to the great mass of display- 
men from which our profession will choose 
her leaders for tomorrow. I appeal now to 
these men that they formulate their own in- 
dividual programs on just how they will go 
about making a success of their positions 
and of themselves. 

Someone once said, “Plan your work and 
then work your plan.” That idea should be 
applied by every displayman who hopes to 
succeed. 

Plan to build up your own scientific knowl- 
edge of display. Plan to know your fellow 
displaymen better and exchange ideas with 
them. Plan to make display of first ranking 
importance in your store. Plan to make 
yourself more valuable to your employer by 
constant alertness and development of new 
ideas. And last, but not least, plan to join 
the P. C. A. D. M. immediately and you will 
be surprised how enlarged your viewpoint 
will become, and how helpful the experiences 
of others will be to you, in working out your 
plan! 





Sims Succeeds Carter 
At Gerber's 

James B. Sims, formerly assistant to Hugh 
Carter, display manager, John Gerber Com- 
pany, Memphis, Tenn., has been appointed to 
this position following Carter’s resignation. 
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to FAIRY FORM your hosiery 


department 


To adopt the use of FAIRY FORMS for your show window hosiery displays is, of course, a move 
to increased sales and increased hosiery profits. 


—but your next move should be to utilize these same forms throughout the hosiery department. 
Show case and ledge displays meet customer's eye just when the actual sale is made or lost. 


There are models for every type of hosiery. Order from your jobber or write direct for full 
information. 


SHOE 
FORM 


Co., Inc. 


AUBURN, 
N. Y. 




















LCOA F'OIL 


PRODUCT OF ALUMINUM COMPANY OF AMERICA 





For Window and Store Display 


DECORATIVE ALUMINUM FOIL 


Paper Backed or Unbacked—Plain or Embossed— 
Silver or Colors—Rolls and Sheets 
Write for Sample Booklet and Prices 


METAL GOODS CORP., 2400 No. 10th St., St. Louis, Mo. 


1121 N. SAN JACINTO AVE., HOUSTON, TEXAS 

















« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Utility Displays Go Christmas 


By R. M. MARTIN 
Consolidated Gas Company 
New York City 
































The problem of Christmas utility displays 
is the same confronting the retail display- 
man just prior to the holiday season. The 
display front must present a smart window 
presentation—a presentation entirely in keep- 
ing with the spirit of the occasion. There- 
fore, it is necessary to design and build a 
series of displays that will reflect the Christ- 
mas spirit, and in that respect I think the 
Consolidated Gas Company’s Christmas dis- 
plays of a year ago presented as smart a 
front of any front in New York City. 

The narrow illustration used with this 
article presents a small section of our front 
as it appeared several weeks before Christ- 
mas. Special window frames were used in 
most windows, the frames changing the form 
of the window openings for more effective 
and different display of utilities. Display 
backgrounds, in the utility manner, appeared 


—The "Doll" display is purely institutional, 
but it presents a forceful “gas” or utility 
story in: "Christmas reminds us—Gas Fuel is 
the unanimous choice of New York's Doll 
Manufacturers—gas is used for every heat- 
ing operation in the manufacture of com- 
position dolls . . . because gas assures uni- 
formity of product... reduced unit cost 
. . « flexibility of control . . . increased pro- 
duction" — 


—The Consolidated Gas display front, as it 
appeared at Christmas, is shown in the nar- 
row picture on this page. Not every window 
is shown, but the four displays that do ap- 
pear in the photograph indicate the coordi- 
nation of the display front— 


—tThe simplicity of the: "Mother's very prac- 

tical—this year; So Is a Gas Refrigerator— 

Catch On?" display needs no comment. It 

features gas refrigeration, and yet, at the 

same time, it presents an attractive Christ- 
mas presentation— 
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in each window. Actual utilities were not 
displayed in every window, some displays 
were used as institutional presentations, but 
every display was colored and designed to 
make the Christmas atmosphere positive. 

As an example of an institutional display, 
let me call your attention to the “Doll” win- 
dow included with this group of pictures. 
A utility isn’t included with the display— 
just a group of three dolls and a factory 
illustration. The display, appearing as it did 
in a utility front, attracted attention. The 
display copy was read, and I do not believe 
we could have presented a more forceful 
agent for “gas fuel” than this particular dis- 
play. 

The “Refrigeration” display suggests the 
type window design developed for the actual 
presentation of utilities. We believe in smart 
copy; we believe in copy and display tie-ups, 
or, if possible, an actual pictorial presenta- 
tion of the copy idea. In the refrigeration 
display, dad is shown brushing off the Santa 
Claus hat, and he is commenting on the fact 
that “Mother’s very practical—this year,” 
while the display continues the thought “So 
is a gas refrigerator—catch on?” 





The |. A. D. M. Don't 
Need the Moochers 

I somehow feel certain that for every back- 
ward step we may have taken through negli- 
gence, through indifference or through ignor- 
ance during these depression years, we will 
take ten steps forward, if we but have the 
good sense to support our national organiza- 
tion, which has been revamped and reconsti- 
tuted to harmonize with the NRA and the 
trend of the times 

The wisdom of such action should be clear 
to the dumbest of us. Plain commonsense 
and simple reason convince us all of its 
truth. “United we stand,” divided we will 
be pushed around! Our ambition urges us 
in this direction. Our self-respect and en- 
lightened self-interest demands that we co- 
operate with each other for the common 
good. Our intelligence lights the way, our 
conscience tells us it is right and custom 
calls it the proper thing to do. 

Because of the National Recovery program 
and the emergency legislation, that has been 
enacted to make it feasible, and the adminis- 
trative machinery that has been set up to 
induce and to compel cooperative action on 
a national scale, every classification of in- 
dustry from the largest to the smallest has 
organized itself into proper groups. . Next, 
they worked out codes of conduct, trade 
practices, working hours, wage rates, stand- 
ards, etc., agreed to these provisions, sub- 
mitted their code to a hearing after which 
it is signed by the President and becomes a 
law which they must obey. 

But what have we done for ourselves in 
the midst of all this activity? Nothing— 
aye: worse than nothing. 

We already had an organization—we had 
had it for thirty-five years. We let it die. 
We quit feeding the horse that we had rid- 
den for so long. But we still wanted to 
ride. When the horse broke down and could 
go no further, we got off its back and left 
it to die because we could walk faster than 
the sick and starved animal could carry 
us. Some of us felt we had lost nothing 
because we had always let somebody else 
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pay for the horse’s upkeep. Some attended 
local club meetings but never paid dues. If 
there was work to do, they were too busy 
to take part in it. But when the club or 
some manufacturer gave a free feed, these 
moochers were always among those conspic- 
uously present. If there’s an assessment 
scheduied for the next regular meeting, or 
an attempt to collect delinquent dues, these 
fellows would either be at a movie or out 
for a drive in their cars. 

But we shall have a new and better I. A. 
D. M. because the natural and logical col- 
lapse of the old will teach us the lessons 
we needed to know. As men grow older 
they grow wiser through contacts with expe- 
rience and facts. One by one they drop 
useless ideas and habits; discard foolish 
theories and false friends. Sometimes a dis- 
tressing misfortune will shake one loose 
from a lot of illusions at one time and if the 
right fibre is in him, the illusions will be 
replaced with substantial qualities that make 
for the good life. 

So it should be with the I. A. D. M. be- 
cause that organization was founded upon 
idealism and fine principles for unselfish 
purposes. Its real friends will stand firm 
and loyally support it. The parasites will 
fall off as parasites do and the organization 
will be the better for it. 

If the depression will have served to sep- 
arate the worthless from the worthwhile 
within its ranks, the I. A. D. M. will emerge 
a thousand fold better than it was, and this 
trick of fate will have been a blessing in 
disguise. Forward, Display!—J. D. Wil- 
liams. 





Service Firm Forced To Pay 
Back Wages To Trimmers 
In a large middle-western city, complaint 
was filed against one of the display service 
firms for failure to pay the wage to trim- 
mers specified in the code of fair competition 
of the advertising display installation trade. 
Although the trade practice sections of this 
code were suspended by executive order 
some time ago, the labor provisions are still 
in effect and enforceable through the courts. 
The case reached the office of the NRA 


compliance division and after several con- 


ferences the employer agreed to pay to all 
his trimmers the deficiency in wages due 
since the effective date of the code, amount- 
ing to a considerable sum. This action 
avoided the necessity for court action. 

For the benefit of the trade it is announced 
that the code labor sections provide for a 
wage to trimmers of 90 cents per window 
display installation, but not less than 85 
cents per hour. Only concerns paying code 
wages have the privilege of displaying the 
code blue eagle, which indicates complete 
code compliance. 


Indianapolis Club Turns Out 
To Meet Williams 

A record-breaking attendance turned out 
for the meeting of the Displaymen’s Asso- 
ciation of Indianapolis, October 3, when J. 
D. Williams, executive secretary of the I. A. 
D. M., was the honored guest. After the 
transaction of regular business Williams 
gave a splendid talk regarding the advan- 
tages of affiliating with the national body. 
This matter will be made the regular busi- 
ness for the next meeting, November 7. 








SHOWMASTER STANDARD MODEL 


A turntable that works on a new principle. 
No motor, gears, belt or pulleys. 

Just plug it in. 

Metal table-top, 18 inches in diameter. 
Carries 100 pounds. 


REVOLVING MERCHANDISER 


Similar to Showmaster, 
but of lighter construction. 
Carries 35 pounds. 





PENDULUM POWER UNIT 


A basic mechanism for use wherever 
reciprocating motion is wanted. 

Can be applied to all types of window displays. 
SIMPLE - FOOL-PROOF - ECONOMICAL 
All Motion Display devices operate 

on 110 volt A. C. Will also operate 

on D. C. with a resistor plug. 


For further information, prices, quantity dis-~ 
counts or suggestions regarding the application 
of motion to any type of display, write to 


MOTION DISPLAYS, Inc. 


Division of Mergenthaler Linotype Company 
27 RYERSONST. - BROOKLYN, N. Y. 
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Revitalized Display Spirit 
at Dacific Convention 


Indicates Profession's Desire for Stronger Association Influence and Broader 


The spirit of display aggressiveness, so 
evident in America’s three previous 1934 
display conventions—Southern Display Men; 
Iowa-Nebraska! International Association 
of Display Men—struck a new high in the 
eleventh annual Pacific Coast Association 
of Display Men held in Tacoma, Wash., 
September 23-25. The very atmosphere of 
every gathering was charged with action. 
Displaymen from British Columbia, and 
practically every state on the coast, were 
eager in their desire for the demonstrations 
of display knowledge and in their willingness 
to assist in P. C. A. D. M. growth. The 
voice of the convention was: We must enlist 
the aid of every Pacific Coast displayman 
if we are to accomplish permanent and con- 
structive display organization. DISPLAY 
WORLD believes this incentive inspired in 
Pacific Coast displaymen will accomplish 
the organization they desire, and that the 
1935 convention will challenge the interest 
of not only Pacific Coast displaymen but 
the interest of every displayman in the 
United States. Display holds an enviable 
position which is best expressed in a re- 
mark made by Everett F. Smith, manager, 
Rhodes Brothers, Tacoma, “In the four 
phases of retailing—Management; Selling; 
Publicity and Advertising; Display—display 
has a greater opportunity for advancement 
in the coming generation than any of the 
other three. I look to displaymen to prove 
the power of display merchandising and I 
look to merchants to recognize that power.” 

The convention committee reversed the 
natural order of events by having the annual 
banquet and dance Sunday evening. This 
informal gathering was held on the roof 
garden of the Winthrop Hotel, was mighty 
well attended with everyone having a fine 
time—considering that Tacoma frowns on 
Sunday night gatherings. The annual stag 
party was held Tuesday night, while the 
Mrs., presumably, packed. But the ladies 
were entertained by theatre parties, bridge, 
golf and pleasant auto trips around Tacoma. 
A smart table lamp, for which displaymen 
bought tickets at 10 cents a chance, was 
won by Mrs. Wood, wife of Rhodes Bros.’ 
cardman, at the Sunday night dinner dance. 

The convention was called to order Mon- 
day morning by President Paul Durant. 
Durant introduced George A. Smitley, mayor 
of Tacoma, who greeted the visiting dis- 
playmen. Charlie Boyd responded to the 
mayor’s address. After various committee 
appointments and the report of the secretary- 
treasurer, Joseph Teply, editor of the P. C. 
A. D. M. Bulletin, spoke on: Advisability of 
National Affiliation. Teply read certain 
paragraphs from a large group of let- 
ters on the subject—letters from J. Duncan 


Activities—I. A. D. M. Affiliation Considered 





—Floyd E. Tucker was honored with the 
presidency— 


Williams, executive secretary; G. W. Wes- 
terman, president, I. A. D. M., as well as 
paragraphs from letters addressed to dif- 
ferent display executives throughout the 
country on the general subject of affiliation. 
The advisability of affiliation wasn’t ques- 
tioned by Teply nor by the Pacific Coast 
displaymen in the open forum which im- 
mediately followed his presentation. The 
only question that prevents immediate affilia- 
tion is the question of dues. Teply sug- 
gested the possibility of a graduated scale 
membership, junior membership to _ cost 
probably $5.00—the membership to include 
display helpers, etc.; senior membership to 
cost probably $10—the membership to include 
display assistants, etc.; executive member- 
ship to cost probably $15.00—the member- 
ship to include display executives. The dis- 
playmen understood, of course, that junior 
memberships would not include certain con- 
siderations accorded senior and executive 
memberships — bulletins, subscription to 
magazines. While the senior membership 
understood that they would receive both 
bulletins and subscription to one magazine, 
while executive membership would receive 
all bulletins and data as well as subscrip- 
tions to both magazines. The action to be 
taken by the Pacific Coast displaymen on 
this matter must await complete P. C. A. D. 
M. organization and the consideration of 
the national body. 4 
William Scharninghausen, display direc- 
tor, The Bon Marche, spoke on: Opportunity. 
As Scharninghausen’s address will appear in 


the very near future in DISPLAY WORLD, 
we need but speak for but a moment on his 
inspiring talk. He spoke of the new type 
of worker being developed by the NRA; he 
stressed what displaymen should do in order 
to take advantage of today’s opportunities ; 
he pointed out the importance of display 
efficiency and gave a list of some fifteen 
fundamentals which must be recognized be- 
fore a displayman can even hope to become 
efficient; he spoke on display’s future and 
of the importance of more and better knowl- 
edge. He closed his talk by saying, “Let’s 
face the future with courage. Display has 
been down in the dumps too long. Let’s 
forget the depression and resolve that in 
1934 and 1935 we will go forward. It is 
time we stopped feeling sorry for ourselves 
and revived the creative and constructive 
spirit of display.” 

The Monday luncheon feature of the con- 
vention was a talk by Professor Charles T. 
Battin, director of Business Administration 
and Economics, College of Puget Sound, 
Tacoma. Professor Battin’s talk was on 
the subject of: Psychology in Merchandise 
Displays. He spoke at length on foreign 
display progress as contrasted to the prog- 
ress we have made in America. Professor 
Battin’s address was followed by a talk and 
actual demonstration on: The Evolution of 
Scenic Lighting, by J. D. Ross, superin- 
tendent, City Light, Seattle. Ross’s talk 
was tremendously educational. The entire 
presentation was developed around color. 
A series of lantern slides demonstrated the 
effect of color in lighting. The overlap of 
color was produced by using three spots of 
color—red, blue, and green—to show the re- 
sults of color mixing; how the overlap of 
red and green produce yellow; how the 
overlap of blue and red produce purple, and 
how the overlap of blue and green produce 
a sort of blue green. He also demonstrated 
the production of white from a combination 
of the three colors stated above. An inter- 
esting demonstration, and one that was of 
particular benefit to displaymen, presented 
the neutralization of color as effected by 
playing tight of all colors on merchandise of 
one color. 

J. T. Chord, editor, DISPLAY WORLD, 
presented one of the most educational and 
yet most interesting and best enjoyed ad- 
dress of the entire program with his “Mod- 
ern Selling Ideas for Your Window Dis- 
plays.” It was suggested that every display- 
man supply himself with paper and pencil 
for Chord’s visual address, and every dis- 
playman did. The talk presented the advis- 
ability and practicability of advertising and 
window display coordination. The display 
ideas contained in the forty lantern slides 
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used during the address proved to be the 
high-spot of the convention. It was proved 
that modern window displays are functional, 
and that the coordination of window display 
and advertising results in not only effective 
but inexpensive presentations. Different 
methods of display attack and background 
adaptation whereby several complete changes 
of effects could be produced with the same 
background were suggested with every dis- 
play shown. Chord became the center of 
an interested group of displaymen who de- 
sired more information on fundamental win- 
dow display work. During the following 
sessions he was surrounded with displaymen, 
and he was kept busy demonstrating or 
proving some principle of display. 

In the open forum that followed the nomi- 
nating and resolution committees were se- 
lected. Teply again took the floor and set 
the convention on its ears with, “As editor 
of the P. C. A. D. M. Bulletin, I am naturally 
interested in the support given the P. C. A. 
D. M. by both Merchants Record and DIS- 
PLAY WORLD. It has been observed that 
so far as representing the Pacific Coast is 
concerned, DISPLAY WORLD, even though 
it makes no claim of having founded any 
display association or being the official 
organ for any display group, has done a 
much more thorough job than Merchants 
Record. I believe it deserves some measure 
of appreciation from Pacific Coast display- 
men. I suggest that DISPLAY WORLD be 
accorded official organ of the Pacific Coast 
Association of Display Men.” The sugges- 
tion met with immediate applause; no man 
present voiced a differing opinion. Several 
officers and display directors took the same 
stand taken by Teply, but before the resolu- 
tion could be placed before the convention 
for vote, Editor Chord, DISPLAY WORLD, 
took the floor and explained how Merchants 
Record happened to include “Official Organ, 
Pacific Coast Association of Display Men” 
on its editorial page. Editor Chord then 
voiced his appreciation of the stand taken 
by the convention in behalf of his publica- 
tion, DISPLAY WORLD, but he said, 
“Rather than have either display publication 
be the official organ of your association, I 
believe that distinction should be accorded 
your own Bulletin.” Chord’s suggestion met 
with hearty applause and the president of the 
association commented on his good sports- 
manship. The resolution was stated to the 
convention and put to a vote, and it was 
passed by a unanimous standing vote. The 
secretary was then instructed to act accord- 
ingly and inform both Merchants Record 
and DISPLAY WORLD of the resolution. 


The Tuesday morning session opened with 
a ballyhoo breakfast. Gordon Clare, toast- 
master, was unable to attend the convention 
due to illness, but the group had a very 
enjoyable breakfast. The first speaker on 
the morning program was Frank Messenger, 
trade practice officer, Washington State, 
NRA. His subject was “The NRA and the 
Display Man.” He covered the reasons why 
the P. C. A. D. M. was not successful in 
securing a code, and why organization was 
necessary if code recognition and enforce- 
ment was to become an actuality. He an- 
swered a great many questions concerning 
the forty-hour week as applied to display- 
men, helpers and executives, while he sug- 
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gested certain contacts to be made by indi- 
vidual displaymen for more definite infor- 
mation on code working practices. 

Everett H. Smith, manager, Rhodes Bros., 
in his address, “The Value of Display to 
Merchandising, inspired the profession to 
achieve the goal of display recognition so 
easy of accomplishment with dsiplays de- 
signed to promote merchandise sales. Smith 
believes that window display is one of the 
most important functions of retailing, al- 
though he cautioned displaymen in their use 
of constructive display. He said, “Any mer- 
chant knows twice as much about his busi- 
ness as he performs, and unless the mer- 
chant, or individual, is on his toes he be- 
comes careless.” Displaymen of two genera- 
tions ago were likened to “roustabouts ;” 
displaymen of yesterday to “window trim- 
mers ;” displaymen of today to “displaymen ;” 
displaymen of tomorrow to “merchandise 
managers through eye appeal.” 

The noon luncheon was held with the 
Tacoma Advertising Club, and Frederick J. 
Le Penske, executive, The Fisher Company, 
spoke on “The Coordination of Window Dis- 
play and Advertising.” Le Penske credits 
advertising and display with every dividend 
a store makes, and he believes many stores 
are salvaged by these two important phases 
of retailing. He spoke of the uselessness of 
trying to make an argument of display verses 
advertising, but he pointed out the utter im- 
portance of both. He admitted that certain 
organizations do get along without advertis- 
ing, but that he didn’t know of a single re- 
tail organization that could get by without 
both advertising and display. Le Penske 
spoke of “art windows” and condemned 
them in favor of windows that sell merchan- 
dise. 


Following luncheon M. C. Maxwell and 
Fred Marshall, The Seattle Post Intelli- 
gencer, pjresented “Words and Music—A 
Group of Songs.” Howard Bacon, display 
director, The Fisher Company, Tacoma, cre- 
ated a smart manikin drape. This was fol- 
lowed by Charles T. Boyd’s “Forty Years of 
Display.” Boyd’s display experience dates 
back over a period of years, and his collec- 
tion of pictures presented the development 
of retail store display, with the more mod- 
ern pictures bringing his story up to date. 
Boyd represents the Charles T. Boyd Dis- 
play Equipment Center, Seattle. Edward J. 
Jedlick, Jedlick Sign Company, spoke on 
“How to Write Modern Show-Cards.” Bert 
A. Smyser, Smyser Display Service, Tacoma, 
presented “Motion Pictures of World’s 
Fair.” Smyser also designed ‘and installed 
the Washington State exhibit, and he pre- 
sented a series of pictures of the exhibit and 
told how it was installed. 


The election of officers followed with the 
following selection: F. E. Tucker, president, 
Livingston’s, Seattle, Wash.; R. Trumbull, 
first vice-president, Charles Berg’s, Portland, 
Ore.; A. Melbostad, second vice-president, 
Rhodes Bros., Tacoma; Vic Linden, third 
vice-president, J. C. Penney Company, Spo- 
kane, Wash.; Harold Bidwell, secretary- 
treasurer, The J. C. Penney Company, Ever- 
ett, Wash. Fred A. Paddison, The J. C. 
Penney Company, Portland, Ore., was se- 
lected publicity director, while Paul Durand, 
Olds, Wortman & King, Portland, Ore., re- 

[Continued on page 40] 
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Amas Bisplay 
Laurutials 








WREATHS 
Natural or preserved 
made of 

PRINCESS PINE 

HOLLY 
LAUREL 
SPRUCE 
BALSAM 
HEMLOCK 


GARLANDS 


LAUREL 

PRINCESS PINE 

LAUREL & HEMLOCK MIXED 
HEMLOCK 


BARK 


CORK 
BIRCH 
CEDAR 
COCOA 


DECORATIVE FOLIAGE 


Natural or preserved 
OAK 

BEECH 

SMILAX 

PALMETTO LEAVES 
SPANISH MOSS . 

GRASS MATS 

SNOW EFFECT BRANCHES 


Let Us Quote on Your 
Xmas Needs 


The Kervan Company 
119 West 28th St. NEW YORK CITY 
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Shoes and fies From 
“Block & Kuhlk’ 


—The Block & Kuhl shoe display presents a 

modern continental adaptation. The shoe 

ladders present an interesting decorative fix- 

ture that was used for many other Christmas 

gift presentations, both in the form of lad- 

ders, and by joining two ladders together, in 
the form of a Christmas tree— 


By F. D. HARTLEY 
Block & Kuhl 


Peoria, Illinois 





—A smartly modern background of dark 
blue pleated felt, center panel in silver, with 
Christmas tree effects of felt covered with 
silver stars. The wreaths are of blue leaves 
spotted with silver stars. The window strip 
which runs across the front of the window is 
also covered with blue felt; the letters are 
in silver— 


























For simplicity of background presentation, 
I believe our Block & Kuhl Christmas dis- 
plays last year have been the finest presen- 
tations we have ever made. The ease 
whereby display changes were made through- 
out the entire front surprised even the dis- 
play staff—and when a display staff can be 
surprised, the front must be successful. The 
surprising fact about our Christmas front 
was the ease of display changes, and the 
extreme effectiveness of each change. 

One display created for an early Christmas 
presentation of footwear produced a display 
fixture unit that became so adaptable that 
it was used in any number of different ways. 
I am referring to the stepped ladder dis- 
players. While they were tremendously ef- 
fective for the shoe presentation, by com- 
bining the ladders in groups of two or three, 
smart Christmas tree shapes were formed 
which displayed countless lines of small gifts 
as well as boxed gifts and luggage. 

The effectiveness of our Christmas dis- 
plays depended upon the following factors: 
The entire backgrounds were hung in a deep 
blue felt. A series of white panels formed 
a center unit in each display. Two felt- 
covered tree shapes appeared in each of the 
end panels of the center unit. The trees 
were covered with silver stars. A large 
wreath appeared in the center of the center 
display unit. The wreaths were blue with 
silver stars. The front window strip, con- 
taining the cut-out letters “Block & Kuhl,” 
was also covered with blue felt; the letters 
in the sign were painted silver. A smart ar- 
rangement of stepped platform displayers 
merchandise gifts at the base of the center 
panel. 

A smart display of handkerchiefs was cre- 
ated by using a series of felt-covered shapes 
on either side of the center panel and cover- 
ing the shapes with boxed and open hand- 
kerchiefs. A smart men’s wear display was 
created by developing a long, low floor plat- 
form for the base of the window on which 
interesting units of men’s gifts were mer- 
chandised. The clothing forms in this dis- 
play were confined to the extreme ends of 
the window, the center of the display being 
devoted to such merchandise as shirts, ties, 
leather goods, handkerchiefs, belts, and 
other such gift items. 





Northrop Joins Steinbach 
At Long Branch 

James T. Northrop has been appointed dis- 
play manager for The Steinbach Company, 
Long Branch, N. J., and will direct all of 
their window display, interior display and 
newspaper advertising. 
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Handkerchief Displays From 
“The Golden Rule” 


Illustrated with this short, short article 
are two handkerchief displays that attracted 
considerable attention in St. Paul last year. 
One display is devoted to display of hand- 
kerchiefs for the entire family; the other 
display was merchandised for a pre-Christ- 
mas ’kerchief sale. The decorative trend 
of both displays is toward the Continental, 
yet both displays are extremely simple in de- 
sign and execution. 

In the display of “Gift Hankies for the 
Entire Family,” the center background of 
the display is covered by a black velvet drop 
curtain. Garlands of colorful handkerchiefs 
drape above Santa’s head to either side of 
the front background and around two large 
red-silk lamps—the lamps were illuminated 
in the display. Five smart individual groups 
of merchandise are unified across the front 
of the window. Small panels are used as 
unit backgrounds, and cut-out copy informs 
the customer just what type handkerchief 
is being displayed in each group. 

The use of black velvet drapes for effec- 
tive presentation of light colored merchan- 
dise is effected to exceptional advantage in 
the “Pre-Christmas Sale” display. Several 
tall panels, between which draped curtains 
are hung, merchandise flat groups of hand- 
kerchiefs. Several wallboard trees are dec- 
orated with handkerchiefs that have been 
opened and pinned in place on the tree 
forms. A festoon of handkerchiefs drapes 
from a point immediately over the large 
circular painting of the globe to positions 
on the floor on either side of the window. 
A neat border of handkerchiefs runs across 
the front of the window, while additional 
groups of handkerchiefs appear in smart 
groups throughout the display. 





Free Folder of Christmas 
Window Ideas 


Those displaymen who are looking for new 
and novel ideas for Christmas decorations 
will be interested in a booklet just published 
that contains a large number of drawings 
with complete details on how to make them, 
what colors to use, etc. These original 
drawings present ideas both for the show 
windows and store interior, including a new 
method of post decoration. 

This folder will be sent free to any firm 
or displayman on request to the Inter- 
national Register Company, 13 South Throop 
street, Chicago, Ill., makers of the Cutawl. 
Much of the credit for the present vogue of 
dramatized cut-out ideas in the show win- 
dow of today can be credited to the Cutawl 
because with this tool it has been possible 
to do cut-out work with ease and precision 
in any size and out of any material. 


By G. H. WAGNER 
The Golden Rule 
St. Paul, 


Minn. 


—On this page we present two smart gift 

presentations of handkerchiefs. The top dis- 

play is merchandised in five groups, with 

each group featuring appropriate handker- 

chiefs for Father, Mother, Son, Daughter, 
Baby— 





—A smart "Pre-Christmas ‘Kerchief Sale!" 
display that attracted tremendous attention 
is shown below. The dark background mer- 
chandises the handkerchiefs to exceptional 
advantage. The smart arrangement of trees 
helps suggest the Christmas season— 
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This Coming Christmas 


American displaymen should look to new 
fields to conquer. The Christmas season is 
upon us, and plans for new toy departments 
and window features are undoubtedly pro- 
gressing very rapidly in display departments, 
carpenter and paint shops. Christmas win- 
dow displays will take care of themselves. 
This issue of DISPLAY WORLD presents 
countless ideas for effective window presen- 
tations, as well as several smart interior 
displays for toy departments. If the dis- 
playman is creative he can design and pro- 
duce an entirely modern window front with 
the material suggested in this issue. DIS- 





Join the 
.A.D.M. Now! 


@ The reorganized International Associa- 
tion of Display Men has already proved 
its worth as a constructive and helpful in- 
stitution for the furtherance of display 
prestige and aims. 


@ it is functioning well under the able 
leadership of George W. Westerman, who 
is giving unselfishly of time and effort in 
having the association do a real job. 


@ Every displayman should demonstrate 
his allegiance to his profession by joining 
the association at once. Your moral and 
financial support is*invited. For informa- 
tion 
Write J. DUNCAN WILLIAMS, 
Exec. Secy. 


509 S. Franklin St. Chicago, Ill. 
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PLAY WORLD isn’t really worried about 
America’s creative toy windows. But DIS- 
PLAY WORLD is worried about America’s 
creative toy departments. 


We Read In the Papers 


An editorial presentation in this issue com- 
ments on the “Toy Departments” of a few 
of America’s leading retailers. We could 
have continued that presentation to have in- 
cluded many additional stores, but when we 
were searching for material we found that 
the displays all read the same. We'll ven- 
ture to say that Mickey and Minnie Mouse 
appeared in the toy departments of almost 
every department store in America last 
Christmas. We'll venture to say that dog 
and pony shows were features in a great 
many toy departments, while the inevitable 
animated Mother Goose displays found pres- 
entations in most of the stores not making 
use of Mickey Mouse or circus displays. 
Even Santa Claus appeared in the same old 
“cotton flannel” costumes with the easily 
recognized “material” faces. 

It’s fortunate that retailers can not develop 
an interchangeable Santa Claus, with Santa 
spending his entire time at one store one 
Christmas, or spending one or more days or 
hours at a store each week or day. Amer- 
ica’s children are rapidly becoming “wise” 
te this Santa Claus business. Why can’t 
American retailers cooperate in _ helping 
American parents preserve the illusions of 
childhood for a greater period? We know of 
any number of families that didn’t visit but 
one toy department with their children last 
Christmas. By visiting but one toy depart- 
ment the child saw but one Santa Claus, and 
the opportunity for comparison and question- 
ing of the reality of different Santas wasn’t 
available. Of course, certain stores profited 
by the experiment—the stores having the best 
Santa and the best toy department. But if 
American retailers could only work together 
in this DISPLAY WORLD suggestion for 
a better American Christmas, we _ believe 
every American store would reap bigger 
profits. 


Why Can't There Be... 


Why can’t department stores devise some 
sort of a scheme or system whereby one 
store will promote a Santa Claus for a cer- 
tain Christmas season or period? Another 
store would feature a special Santa attrac- 
tion—circus, theatre, animated displays or 
any one of a dozen different type Christmas 
toy department feature. By so featuring a 
recommended Santa Claus event every store 
would profit as no one store would have a 
monopoly on Santa’s time. American chil- 
dren, then, wouldn’t visit a certain store to 
see just another “fake” Santa; rather, they 
would visit every store to see either the one 
and only “real” Santa, or Santa’s dog and 
pony show, or Santa’s theatrical perform- 
ance, or Santa’s animated Christmas fairy 
tale scenes, 


Christmas Display Openings 

Rather than write a long editorial on 
Christmas displays, DISPLAY WORLD last 
year conceived the idea of presenting on its 
editorial page the news of the Christmas 
openings in various towns and cities through- 
out the United States. 


The idea proved so 
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popular that we are repeating it this year. 
We believe this editorial will offer display- 
men a great variety of new display ideas. 
The openings reported include many of the 
important stores in the country, and “as the 
important stores go, so go American Christ- 
mas displays.” 


Milwaukee 


Santa Claus arrived in Milwaukee by 
courtesy of the three Schuster Department 
Stores. The Schuster float was built on a 
flat car of the local street railway. More 
than 1,000 electric lights were used on the 
float. The feature float presented Santa 
Claus and his reindeer. Santa Claus, Billie, 
the Brownie, and Metik, the Eskimo, were 
presented on the air at 5 o’clock every day, 
broadcasting the latest news about Christmas 
preparations in a series of exciting Christ- 
nmias adventures. 

At the Boston Store an ice-covered, icicle- 
fringed castle was the home of Santa Claus. 
Mickey and Minnie Mouse helped him dis- 
pense gifts to the children. The Boston Store 
toyland featured among many things a bright 
red fire chief auto and a blue police chief 
car, both with electric headlights and shrill 
sirens. There were also genuine Richelain 
dishes in beautiful pastel shades for girls. 


Santa Claus at Gimbel Brothers reigned 
on a huge velvet throne. In addition to 
many new toy items, Gimbel’s presented a 
big animal circus. Live ponies, goats and 
dogs performed in Gimbel’s circus every day 
at 11 a. m. and 2:30 and 4:30. 


Chapman’s Santa Claus had a workshop 
and a castle. A special inducement for the 
children was in the form of the Sue Hastings 
marionette show. The show was given four 
times daily, and was sponsored by the The- 
atre Guild, New York City. 


Cleveland 


The William Taylor Son & Co. presented 
their Christmas show around Alice in Won- 
derland. The entire toy department and toy 
windows were developed around the various 
Wonderland incidents; the toy department 
was called “The Wonderland of Toys.” All 
of the decorative motifs were characters 
from the story, while the salespeople were 
costumed as Wonderland characters. The 
toy department contained a Little Theatre 
which gave half-hourly entertainment for 
children. 

Halle Bros. Company opened their usual 
glittering white Santa’s court with Old King 
Cole, Little Bo-Peep, Little Boy Blue and 
the Fairy Princess in attendance. A clever 
tie-up was offered in connection with the 
visits to Santa Claus. Each child was given 
a “wishing coin.” “Hold tight to it,” the 
youngsters were told, “wish very hard for 
what you want—and see what happens 
Christmas morning. Just to prove that your 
wish came true, Santa will put his official 
seal (a replica of the coin) in each pack- 
age.” The store then advised grown-ups, 
“when buying gifts for your children, be 
sure to ask for your wishing coin seals.” The 
name and address of each child was taken 
for follow-ups. 

Halle’s again presented their puppet show 
of Hansel and Gretel and offered as another 




























October, 1934 


attraction “magic” organ music relayed from 
their Steinway music hall. 

The May Company offered a free show by 
twelve trained dogs and “Peekaboo Lane,” 
in addition to their Enchanted Village. 
Comic mirrors, trees with eyes that wink and 
limbs that shake ominously and shimmering 
optical illusions all contributed to the amuse- 
ment features. As in all Cleveland stores, 
Santa Claus was on hand to welcome the 
children. At the May Company he shook 
hands with the children and gave them free 
books. The May Company also had a re- 
freshment stand and the familiar “blue light” 
photographic studio. The toy department was 
on the fifth floor. A contest was conducted 
to make children and their parents look over 
everything in the toy department. Children 
were given forms in which was listed sixty- 
eight nationally-known toys. The children 
were asked to locate the displays in the de- 
partment and from the identifying sign fill 
in the city where the toys were manufac- 
tured. Six hundred and fifty dollars worth 
of toys, fifty for boys and fifty for girls, 
were offered to those most nearly accurate 
and complete. 


Cincinnati 

One of the largest toy departments in Cin- 
cinnati is that of Alms & Doepke Company, 
which is housed in a section of its third floor 
annex. The front of a house, appropriately 
decorated, was built as an entrance to Santa 
Claus Land. The entrance to the house led 
to an arched tunnel, which in turn led to the 
toy department. The sides of the tunnel 
were filled with different gifts and toys. A 
feature of the department was a number of 
toy animals, of various types, shown in 
barred cages. On either side of the entrance 
to the toy department was a special depart- 
ment; one department contained an “Auto 
Show” in which every type automobile was 
displayed; the other section contained a 
“Trading Post” which featured all sorts of 
guns, cowboy and Indian costumes, games, 
etc. 

One of Cincinnati’s most attractive window 
displays appeared in the John Shillito Com- 
pany. The window display developed the 
Mickey and Minnie Mouse theme. Mickey 
and Minnie also appeared in the toy depart- 
ment in a surprise package house. Santa 
Claus was on hand to greet the children and 
assist Mickey and Minnie with the prize 
packages. A special section of the toy floor 
was devoted to educational toys. The walls 
of the toy department were decorated with 
Mother Goose murals. 

The Rollman & Sons Company devoted 
two windows to toys for the opening of its 
toy section. All toy lines were separated 
into separate shops, such as a machine shop, 
train shed, doll fair, etc. The entire toy 


floor was decorated in a gray and deep -blue-~ 


color scheme. A large section of the floor 
was given over to the display of doll furni- 
ture. Other features consisted of an animal 
circus and a Santa and Mickey Mouse comic 
theatre. 

Smith-Kasson Company, in their opening 
Christmas advertisement, offered a toy con- 
test in which a 6-foot racing car, retailing at 
$150, was offered as the prize. Their toy de- 
partment featured a great display of cars of 
various types. 
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WALL 
BOARD 
TUBES 


FULL TUBES 


Vv 


HALF TUBES 








Modern Creations In Window Display, Store Interiors, Show Rooms, Utility Tube Sets, 
Jewelry Display Sets, Shoe Trims, Millinery and Hat Displays, and for General Display. 
Furnished in 3, 6, 9, 12-foot lengths 
Diameters: 1”, 2”, 4”, 6”, 8”, 10”, 12”, 14”, 164%”, 22” 
Half tubes can be ordered with small charge for cutting 
oe New price list upon request. 


Large variety of decorative papers and fabrics for covering full or half-tubes. 
F. O. B. Cleveland, Ohio 


2152-60 SUPERIOR AVE. 


MUTUAL SALES & MFG. CO., cievetann, onto 








TOYLAND CHARACTER DISPLAYS 


DESIGNED TO CREATE A 


LARGER CHRISTMAS BUSINESS 





Jack’s 
Parade Float 
Suggestions 


and 








Write for this book for valuable in- 
formation on Parades and Floats. 


It's FREE. 











Brochure No. 36 


TELLS THE 


Complete Plan 


Send for free copy at once so 
you can plan your Christmas 
showings early. 
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ChicagoArtificial Flower Co. 
634 N. Albany Avenue, Chicago, Illinois 



















Mouldings 


The Sign of Quality BY ZP| KO 


Chrome Metal Mouldings SQUyiyz7T1s 
are in universal demand for 
window decoration and displays, signs, show- 
cards, etc., as well as for modernistic interior 
decoration. Ask for samples of our new s with 
VISIBLE FASTENER 
No nails show through to mar the finish when 
attached. This is a tremendous step ahead in 
display mouldings which every displayman will 
appreciate. 


The ©. Spiro Mig. Co., Dobbs Ferry, WN. Y. 
Manufacturers of Quality Mouldings for 20 Years 


SALESMEN: Some good territories still open. 
Ask for details. 














STIMULATE SALES WITH 


FLEXD ACTION, 


*MOTORIZED 
REDUCTION UNITS 


AND REVOLVING MECHANISMS “ 
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Christmas time isn’t Christmas time with- 
out the national presentation of many dif- 
ferent Santas. Many of these are produced 
by the Forbes Litho. Mfg. Co., Boston, Mass., 
several of which are shown here. 

We have the Santas of the tobacco adver- 
tisers; the Santas of the confectioners; the 
Santas of the soft drink manufacturers, and 
the Santas of a hundred different manufac- 
turers of nationally advertised merchandise. 
Many of these Santas are of the ordinary 
variety ; many are cleverly done with a direct 
imaginary or suggestive appeal; others rely 
on colors and clever reproduction methods 
for effectiveness of appeal, while still others 
effect a direct presentation method which af- 
fords a complete tie-up of product and figure 
of Santa. 

Whether the method of presentation relies 
upon product appeal, color appeal, illustra- 
tion appeal, or presentation appeal, the suc- 
cessful displays are the dislays in which the 
familiar figure of Santa Claus remains that 
familiar figure. Where the display contains 
an imaginary Santa Claus or contains an 
effect that but suggests the Christmas season 
by the presentation of associated symbols, the 
display must rely on smart colors or clever 
reproduction methods for effectiveness. It 
must be admitted that a great many success- 
ful displays do not depict familiar Christ- 
mas scenes, and yet it must also be acknowl- 
edged that the great majority of successful 
Christmas displays are the displays in which 
the Christmas season is suggested by recog- 
nizable atmosphere. 
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But whether the display hints at decorative 
or suggestive realism, where an actual figure 
of Santa is used, the display is most success- 
ful if the grand old figure of St. Nick is 
realistic. Speaking of realistic figures, the 
Forbes’ Santa designed for the Coca-Cola 
display is undoubtedly one of the most suc- 
cessful lithographic Santas that has ever 
been designed. ‘The idea of showing Santa 
with two faces—a tired and a fresh face— 
proved inspirational. The display, adapted 
as it was for Coca-Cola—“‘Away with a 
tired, thirsty face’—became one of the most 
successful displays ever produced for the 
Coca-Cola organization. The display at- 
tracted favorable attention wherever it ap- 
peared. You just couldn’t get by a window 
displaying this Santa without recalling that 
you, too, had often been refreshed with “The 
pause that refreshes.” 

The Coca-Cola display was done in ten 
printings, after which the entire display was 
varnishes. The large center section is in 
three planes, Santa being one plane, the sign 
piece another plane, and the arm and mask 
still another plane. Colors used in the dis- 
play were gold, black, green, reds, and buff. 
The Santa Claus figure was approximately 
42 inches wide by 50 inches high—the arm 
piece being about 21 by 25 inches in size. 
The large sign piece was 21 by 30 inches. 
The two large side signs were 14 by 31 


—The size of the Forbes “Apollo Choco- 

lates" display is: Center panel, 24 by 34 

inches; two side pieces, 10 by 14% inches; 

two end pieces, 6% by 9% inches. Display 

lithographed in twelve printings. Display in 
blues and black— 


—The Forbes "Page & Shaw" display was 

developed in the following size: Center 

panel, 24 by 34 inches; two side pieces, ap- 

proximately 12 by 15 inches; two end pieces, 

approximately || by 13 inches. Lithographed 
in twelve printings— 


—The Forbes Lithograph Manufacturing 
Company, Boston, Mass., designed and pro- 
duced the attractive "Coca-Cola" Christmas 
display reproduced above. The Santa Claus 
piece is approximately 42 inches wide by 50 
inches high. The special “arm" piece is ap- 
proxmately 2! by 25 inches in size. Two side 
cut-outs are 1414 by 3134 each, the two end 
cut-outs being 7 by 1114 inches in size. The. 
large sign piece is 2! by 30 inches. The dis- 
play is lithographed in ten printings. The 
large center pece is in three planes; the arm 
and mask, one plane; the gold sign piece, 
one plane; the figure of Santa Claus, one 
plane. The side pieces have gold circular 
panels and red candles. 
against a light buff background with Coca- 


These are set 


Cola in green at the bottom— 
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inches, while the two end signs were 7 by 11 
inches in size. ; 


Another successful Forbes’ display is the 
window piece developed for Page & Shaw 
chocolates. The large figure of Santa Claus 
suggests that you “Say Merry Christmas 
with Page & Shaw Chocolates.” The display 
commanded attention wherever featured. It 
was designed in five pieces, and was litho- 
graphed in twelve attractive Christmas colors. 
The center piece was 24 by 34 inches in size. 
Two side pieces were approximately 11 by 14 
inches, with the two end pieces being approx- 
imately 10 by 13 inches in size. The colors 
were buff, red, black, and blue. The twelve 
printings developed a very realistic display. 

“Apollo Chocolates” used still another 
Forbes’ display during the last Christmas 
season. The figure of Santa, in this instance, 
was confined to his sleigh and reindeer. Ap- 
propriate copy on the display suggested that 
if Apollo chocolates were presented as 
Christmas gifts, the giver’s gift would be: 
“Appreciated Everywhere,” “Holiday Happi- 
ness,’ “A Happy Thought,” and “Say it 
with Quality.” The key idea was “And a 
Merry Christmas to All.” 

The Apollo display was also done in 
twelve lithographic printings. All cards in 
every display shown were die-cut and fitted 
with appropriate easels. The prevailing col- 
ors in the Apollo display were dark blue 
shading into light blue, black, green, red, and 
other Christmas colors. The size of the dis- 
play is as follows: Center panel, 24 by 34 
inches ; two side pieces, 10 by 14 inches, two 
end pieces, 6 by 9 pieces. 





Cincinnati Displaymen Judge 
Huntington Display Event 


The Huntington Business Men’s Associa- 
tion, Huntington, W. Va., sponsored its sec- 
ond fall fashion review, which was held on 
September 25. The major event of interest 
was the window display contest, all windows 
being unveiled simultaneously at 7:30 in the 
evening. The downtown section was crowded, 
making the event a big gala affair, and prov- 
ing the value and effectiveness of community 
merchandising events of this type. 


The judges of the window contest were 
William Arinow, John Shillito Company; 
Walier G. Vosler, Cincinnati Display Serv- 
ice, and Howard Williams, president, presi- 
dent-elect, and executive secretary of the 
Greater Cincinnati Display Club, respec- 
tively. The displays were judged very care- 
fully and painstakingly. 

Winners for best selling displays were an- 
nounced in the following classifications : De- 
partment store, Anderson Newcomb Com- 
pany; variety group, Rogers & Co.; shoe 
store, Alfred’s; furniture, Capitol Furniture 
Company ; ladies’ ready to wear, Star Cloth- 
ing Company; men’s clothes, C. K. Oxley’s; 
hardware, Emmons-Hawkins Hardware 
Company; drug store, Lawrence Drug Com- 
pany. 

For the most original displays the winners 
were: J. L. Cook Hardware Company, first; 
M. D. Angel Company, second; C. L. Kirk- 
patrick, jeweler, third. The Little Art Gal- 
lery received first prize for the most artistic 
display, Amsbary & Johnson, second, and 
Mangels’, third. 
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For the most spectacular displays first 
prize went to Vermillion Hat Shop, second to 
the Hunter Shop, and, third, to Bradshaw- 
Diehl-Romer Company. 


Under terms of the contest no store could 
be given two prizes. Because of this ruling, 
it was announced, judges first selected the 
best selling displays in each of the merchan- 
dise classifications, and from the remaining 
thirty-one stores selected the most artistic, 
the most spectacular and the most original 
displays. Unless this'ruling had been in ef- 
fect, the judges said, winners of best selling 
windows in some instances would probably 
have been given a place also in one of the 
other three classifications. 


Beautiful groupings of wearing apparel 
and accessories, and other merchandise fea- 
tured the entire display of the Anderson- 
Newcomb Company, and merchandise group- 
ings that were both striking and beautiful 
also featured the displays of the Bradshaw- 
Diehl-Romer Company. 

The Capitol Furniture Company utilized 
its display windows for ingenious showings 
of entire room groups, all striking modern 
ventures into home furnishing. Emmons- 
Hawkins Hardware Company featured the 
interior of a hunting lodge, its large room 
equipped with all that a huntsman could de- 
sire in the way of equipment and homey 
comfort. A novel arrangement of merchan- 
dise also featured the display of the J. L. 
Cook Hardware Company, and others receiv- 
ing awards in the classification of original 
displays. 

The Little Art Gallery won first prize in 
artistic displays with a genuinely beautiful 
array of art objects, decorative fabrics and 
pictures. 

The displays were of exceptionally high 
quality, proving a revelation to the judges 
and with their hearty commendation. It of- 
fered, conclusively, proof of the value of 
window displays as a powerful merchandis- 
ing instrument and the excellence of display 
technique in the medium-sized cities of the 
country. 





Bulletin On Interior Displays 
Issued By |. A. D. M. 


The speakers’ bureau of the I. A. D. M., 
of which W. L. Stensgaard is chairman, has 
just released bulletin No. 6, entitled “What's 
New in Interior Displays,” by Wm. Schar- 
ninghausen, Bon Marche, Seattle. A copy of 
the bulletin was sent to every I. A. D. M. 
member. This bulletin should be in the 
hands of every displayman for study, because 
it touches on a subject of display that is now 
receiving much attention. Store merchan- 
disers have been convinced of the sales 
power of more effective aad impressive inte- 
rior displays, which is evidenced in the spe- 
cial shop idéa which is being followed by 
many of the leading department stores. 
Scharninghausen is one of the pioneers in 
the use of adequate interior displays and 
an authority on the subject. These bulle- 
tins constitute a most worthwhile activity 
of the I. A. D.+M. and alone would justify 
the annual dues. Executive Secretary J. 
Duncan Williams announces the operation 
of an employment bureau and already has 
been able to place a number of displaymen 
in suitable positions. 
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The spirit of Christmas can be conveyed 
and presented in window displays in a great 
many different ways. The retailer must let 
his display budget dictate the character of 
his window presentation, but it doesn’t make 
any difference whether the display is to be 
extremely elaborate or very simple, effective 
merchandise displays can be created. The 
display department having a large budget 
can effect spectacular window display back- 
grounds, and while the display department 
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By W. L. STENSGAARD 
W. L. Stensgaard and Associates, Inc. 
Chicago, Illinois 


with the small display budget can not afford 
elaborate displays, smart effects can be 
achieved if the displayman or the merchant 
will choose the decorative effects carefully 
and then merchandise the windows in a 
smart manner. 

Some of the most effective Christmas dis- 
play presentations in the East last year de- 
veloped their entire display and window 
selling campaign around smartly designed 
panels and carefully merchandised windows. 
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Three Stensgaard Panels 
and Hickok Display 


The window backgrounds were covered with 
a perfectly plain fabric with the center of 
the background being devoted to the presen- 
tation of an attractive display panel. The 
display panels were all different in design, 
although the size of the panels were all ap- 
proximately the same. Variety in displays 
was achieved by the careful presentation of 
goods. Modern display of merchandise was 
effected with smart fixture ideas and geo- 
metrical presentations of goods. Clever 
groupings were achieved, and interesting 
color combinations predominated the show- 
ing of all lines of gift merchandise. 

It doesn’t matter if the background display 
is simple. Simplicity is often to be desired 
in window displays. I have seen background 
displays that have required many hours of 
preparation utterly ruined by clumsy presen- 
tations of merchandise; I have also seen, as 
I have just pointed out, simple backgrounds 
accentuated by the smart arrangements of 
goods on display. The displayman must 
watch and study his display effects, whether 
they be backgrounds, fixtures, merchandise 
or colors, if he is to effect the most attrac- 
tive display of goods. This rule applies to 
all lines of goods and to every display of 
goods. 

The object to be achieved in the reproduc- 
tion of the three Christmas panels repre- 
sented with this article is to suggest one 
manner of solving the decorative display 
technique to be used in Christmas windows. 
The size of the panels are approximately 30 
by 60 inches. Each design was processed 
on canvas, mounted over wooden frames, 
done in typical Christmas colors and in true 
Christmas spirit. The particular set of pan- 
els shown were produced for men’s wear 
stores, but the designs and copy ideas could 
well be used for most any line of goods. 


—The three men's wear display panels pro- 
duced by Stensgaard measure approximately 
30 by 60 inches in size. They are part of 
an exclusive display service to men's wear 
stores. The panels are processd in seven oil 
colors on canvas, mounted over wooden 
frames. They are produced in typical 
Christmas colors— 


—The Hickok display, designed and pro- 
duced by W. L. Stensgaard for The Hickok 
Company, features "Two Gifts in One." The 
painting in the center panel is done in oil 
colors. The side panels embody the Christ- 
mas spirit. The display can be adapted for 
small or large displays by changing the posi- 
tions of the panels— 
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However, it is this type of panel design that 
can be used so successfully at Christmas 
time. If the displayman requires a more 
modern design, his entire scheme of decora- 
tion will be produced to harmonize with the 
decorative background effects. 

Variety in displays, particularly in men’s 
wear stores, is often secured during the 
Christmas season by the use of a manufac- 
turer’s traveling display. The Hickok dis- 
play illustrated with this article happens to 
be but one of the very successful Stens- 
gaard Christmas itinerant displays designed 
and produced by the Stensgaard organization 
for national advertisers. When such displays 
are received by the display department, the 
scheme of decoration being used by that 
store for their Christmas displays should be 
removed, if possible, for the best presenta- 
tion of the manufacturer’s display. The 
manufacturer’s display is very decorative in 
itself, and there is no reason why a display- 
man should try to combine the decorative ef- 
fects of a foreign display with the decorative 
effects being used by his store in the presen- 
tation of their Christmas season. If the 
window background consists of decorative 
effects that can not successfully be removed 
for the installation of the itinerant display, 
the display must be merchandised in front 
of the background to the best advantage— 
unless the displayman has a set of dark cur- 
tains that can be hung in front of the back- 
ground to form a neutral setting for the 
presentation, and for the duration of the 
manufacturer’s display. Such consideration 
of itinerant displays will prove the most suc- 
cessful solution, and will secure the itinerant 
display’s most effective presentation. 





Veiled Prophet Display Contest 


By St. Louis Club 


The September meeting of the St. Louis 
Display Men’s Club was held at the Kings- 
way hotel, September 10. A motion was 
made by Syl Reiser and adopted that dues 
for the I. A. D. M. and the affiliated St. 
Louis club be raised to $15 for the year 1934. 
Old members will have the privilege of the 
old rate up to and including December 31. 
The additional $5 will be known in the fu- 
ture as initiation fees. 

The convention committee has reported 
that the retailers have promised their co- 
operation for the convention in 1935. Pit- 
falls of the last convention were again dis- 
cussed and many good suggesions were of- 
fered by he membership. 

Suggestion No. 1—Offered by John Doran. 
A miniature display window contest, adver- 
tising a national advertiser’s product. Sug- 
gestion No. 2—Offered by Glenn R. Stocker. 
Manufacturers must be considered. He pro- 
posed that all members attending the 1934 
convention hold their orders or create an 
order to be placed with these exhibitors 
exhibiting at the convention. We need their 
cooperation, but they also need ours. 

A V. P. window display contest originated 
suddenly in the office of his majesty, the 
Veiled Prophet. Contact was made imme- 
diately with the executive board. Plans were 
formulated in the presence of a representa- 
tive of the Star Times newspaper, who sup- 
ported the movement. 

The results are as follows: Winners of 
the first annual contest for the most attrac- 
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tive Veiled Prophet window displays have 
been announced by the St. Louis Display 
Men’s Club, sponsor of the contest as fol- 
lows: Women’s apparel—Klines, Inc., deco- 
rated by Otto Lasche, first; Famour Barr 
Company, decorated by Joe Chadwick, sec- 
ond; Stix, Baer & Fuller Company, deco- 
rated by Cark Shank, honorable mention. 
Men’s apparel—Boyd Richardson Company, 
decorated by Armin Raining, first; Scruggs- 
Vandervoort-Barned Dry Goods Company, 
decorated by Miss Grace Everest, second; 
Greenfield’s, decorated by Melvin Mulls, 
honorable mention. Miscelleanous—Peacock 
Shoe Company, decorated by A. Carl, first; 
Grimm & Gorley Floral Company, decorated 
by Otto Klinger, second; Bradshaw Spilker 
& Durfmont, decorated by John Doran, hon- 
orable mention. 

Silver trophy cups were awarded to the 
decorators of the windows placing first and 
second at a luncheon of the Advertising Club 
of St. Louis at Hotel Statler. 


Judges of the contest, which was supported 
by the Star-Times, were Herbert Jackson, 
art director of the board of education; Frank 
Nuderscher, artist, and C. J. Hubbard, ad- 
vertising manager of the Pet Milk Company. 

Officers of the St. Louis Display Men’s 
Club are Glen R. Stocker, president; Edwin 
Hiffman, vice-president; Edward S. Pluth, 
secretary, and Armin Raining, treasurer. The 
club has sixty-six members.—Edw S. Pluth, 
secretary. 





"Ballyhoo, Bargains, and Banners" 
—An Interesting Book 


An interesting word picture of the preva- 
lent methods employed by popular price de- 
partment stores has been written by Jack 
Rosenbloom, former advertising manager of 
Interstate Department Stores. Rosenbloom’s 
book bears the expressive title, “Baliyhoo, 
Bargains, and Banners,” and was published 
by the Empire Publishing Company, New 
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‘CANADA DRY. 


CANADA DRY 


20% 
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DOINT=-OF -SALE GALLERY 


—The Santa Claus pictured above was lithographed in 
eight colors by the United States Printing & Lithograph 
Company, New York City, for Montgomery Ward & Co. 
Additional paper circles are furnished to be pasted in- 
side the wreath. These circles can be cut and reassem- 
bled in a way to make six department readings and ten 
directory readings. The height of the Santa Claus is 
66 inches— 


—W. P. York, Incorporated, Aurora, Ill., produced the 

smart, four-piece "Zenith" radio display pictured on the 

left. The display is done entirely in process, and is pro- 

duced in smart Christmas colors. All cards have easel 

backs for flexibility in handling in the actual window or 
interior presentation of the cards— 


—''Make Merry with Canada Dry" was suggested by the 
attractive "Canada Dry" display pictured on the left, 
and America "made merry.'' The dimension of the center 
piece are 35 inches wide by 45 inches high. The side 
cards on either side of the center piece are miniature 
reproductions of the center piece. The display was 
lithographed in eleven colors. Designed and produced 
by The W. F. Powers Company, New York City— 


—A smart display, and one that is extremely practical, 

was produced by the W. P. York Company, Aurora, Ill., 

for "Fortune" shoes. The center panel consists of a Santa 

Claus that displays an actual pair of "Fortune" shoes; 

appropriate copy is displayed on the center panel. Six 

side displyers hold shoes for display. The entire display 
was processed in attractive Christmas colors— 
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Tubular and Fluted Materials 
For Modern Displays 

Greggory, Inc., 185 North Wabash avenue, 
Chicago, have styled for Christmas and 
other seasonal uses many distinctive and en- 
riched effects for window displays, by the 
use of tubular and fluted materials. 

Their process of laminating and fabricat- 
ing various coverings on tubulars (half- 
round tubes) and fluted boards (concave and 
convex repeated flutings) produce such 
forms and recessed effects as usually ob- 
tained by the use of half-round wood strips 
or mouldings butted together on canvas or 
flat surfaces. 
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Distinctive and sales-producing displays 
can be made at very little cost compared 
to the usual procedure in obtaining such 
desirable effects. Washabie and_ sunfast 
coated papers are used mainly in the manu- 
facturing of these materials. Fluted decor- 
ative effects are also produced in the assem- 
bling and cutting to the necessary dimen- 
sions forms, such as columns, pedestals, and 
platforms. Complete backgrounds and 
framed units such as shown in the photo- 
graph show one of the uses of these mate- 
rials. Samples descriptive data are 
available from the company. 


and 





—lllustrating the use of tubular paneled background and fluted board units by the Feltman & 
Curme shoe stores throughout the country— 





Industrial Design and 
the Future 


In speaking of “Industrial Design and the 
Future,’ we are speaking of window display 
as well as industry. Creative display stands 
at the horizon of an era of appreciation-— 
design appreciation, retail appreciation, con- 
structive “point-of-sale” appreciation—and the 
displaymen best qualified to serve their par- 
ticular field are the men most appreciative of 
creative design. Let us quote for just a 
moment from Geoffrey Holme’s book on the 
subject (“Industrial Design and the Future,” 
The Studio Publications, Inc., New York 
City, $7.50) and apply the consideration of 
industrial design to creative window display: 
“The appearance of things becomes increas- 
ingly important. Conditions of production— 
or display— become more standardized, forc- 
ing the producer—or displayman—to give 
added consideration to attractiveness if he 
would survive the fierce competition of today. 
What is needed? How is it to be brought 
about? How should men train themselves 
and what positions should they occupy?” 
“Industrial Design and the Future” presents 
the case for better design by using questions 
and answers from an actual questionnaire as 
presented to the field to solve the question. 
The questionnaire is preceded by the author’s 
consideration of industrial design, and fol- 
lowed by better than 100 photographs show- 


ing all phases of creative industrial design 
applications. The author analyzes each de- 
sign. The book doesn’t contain a window 
display photograph, but creative displaymen 
will find much constructive food for thought 
and consideration in its many pages. 





Great Falls Forms Display 
Men's Club 

The designing and building of a prize- 
winning float for the Labor Day parade was 
the inspiration that resulted in the forma- 
tion of the Great Falls Display Men’s Club, 
Great Falls, Mont. 

At a luncheon meeting on Monday, Octo- 
ber 1, remarkable progress was made in the 
formation of a live-wire organization. Dis- 
playmen from The Paris, Strain Brother’s, 
Berger’s, J. C. Penney Company, Hannan’s, 
The New York Store and McCracken’s were 
enrolled as charter members. Rolland Pease, 
The Paris, was named chairman, and Wayne 
Snook of J. C. Penney Company, secretary. 

Plans include two regular meetings per 
month, the first a luncheon and the second 
a dinner meeting. The October dinner meet- 
ing will be Thursday evening, the 25th. A 
committee was appointed to invite attend- 
ance at this meeting from all specialty shops. 
A display clinic was planned for the No- 
vember dinner meeting, to which all store 
managers will be invited—Wayne Snook, 
secretary. 
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TUBULAR PANELS 
FLUTED BOARDS 


Produce multiple fluted, half round 
flutings and recessed effects in a great 
variety of ways. 

Made of high test chipboard and wall- 
board stock, they are firmly constructed 
and mounted in plain enameled, em- 
bossed, fancy, and metal foil washable 
and sunfast papers and novelty fabrics. 
Adaptable for: Complete Backgrounds, 
Framed Units, Concave and Convex 
Rounded Panels, Columns, Pedestals, 
Platforms, Valances, Cuffings, Plateau 
Coverings, Strippings. 


Created and Fabricated 


GREGGORY, Inc. 


185 No. Wabash Ave. Chicago, Ill. 


Our extensive line of DISPLAY FABRICS AND 
DISPLAY PRODUCTS carried in stock comprise 
the following: 








Leatherettes Metal Foil Papers 
Fabricoids Fancy Coated Papers 
Rayons—Satins Metaloid Bandings 


Plushes—Velours 
Decorative Textiles 
Tinsel Cloths 
Cellophane Products 
Metalized Siiks 


Write for booklet and samples on Christmas and 
Seasonal Uses. 


Chrome Metal Strips 
Foil Covered Mouldings 
Fancy Braids 
Decorative Cuffings 














| MAKE A START 


FOR 1934 


After the adjustments of the past year or 
two, there is a very definite interest among 
individuals and businesses to make a new 
start and to build for a future. 


Now is the time for you to fight a battle for 
work and for better pay. This can best be 
done in your case by starting now to make 
yourself proficient in the work you undertake 
to do. 


We Solve Your Problem With 
Our New Home Study Course 


Because you can pay in small installments 
worked out to meet your financial condition. 
Write us fully about your ambitions and pres- 
ent conditions and we will try to help you be 
prepared for better times when they arrive. 


The Koester Sehool 


Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 




















SpeedWay 











for Motors 





“ise Speed Reducers 
Animation ... motors... Pumps and 
action for your displays at my ntables 


low cost. SpeedWay motors, 
“invisible” pumps and turn- 
tables plug into any light 
socket, operate without 
transformer. Singles or by 
thousands for all types of 
current. 


Write for Sheet of 
Applications 
- Turntable complete 


SpeedWay Mfg. Co. with motor and 








1839 S. 52nd St. a re- 
Cicero, Ill. ducer. $10.00 
F. O. B. Factory 
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Dealer Holiday Displays for 
Fastman & Jchrafit 


There was a time when the retailer would 
not countenance the use of advertising dis- 
plays during the holiday season. However, 
the decided improvement in thi stype of dis- 
play has brought about a changed attitude. 
These displays meet the season’s require- 
ments, lend color to the store front and the 
necessary yuletide spirit. Two such dis- 
plays were produced by the Ketterlinus 
Litho. Mfg. Co., Philadelphia, Po., and are 
reproduced here. 

The original Eastman displays consists of 
a center panel base which serves as an easel 
for the display of a smart photographic en- 
largement showing the presentation of a 
camera as an appropriate and appreciated 
Christmas gift. Four practical display 
boxes or merchandise pedestals are in- 
on each side of the center panel. Each 
cluded with the display—two to be used 
box contained such copy as: “Brownie 
Cameras as low as $1.50;” “All your gift 
problems easily solved at our counters ;” 
“Many other attractive gifts in our varied 
stock,” and “Kodaks as low as $4.” The 
display was designed and produced in attrac- 
tive colors. 





—Eastman says: 
"The gift that's 
sure to please," 
while Ketterlinus 
produced, in the 
attractive Kodak 
display shown 
below, "A dis- 
play that pleased 
and sold cam- x 
eras." The dis- ~ 
play is in six 
pieces; the side 
displayers _mer- 
chandise cameras 
or kodak acces- imiecrgl ates 
sories— easily solved 


at our counters 


Many other 
attractive gifts in 
our varied st 








In an actual window installation which 
was observed, the center panel appeared as 
originally intended. The two box groups 
were reversed—which indicates the versa- 
tility of the display—while several fabric- 
covered boxes had been included in the 


—The huge Santa Claus. 
shown at the left, was 
designed and produced 
by Ketterlinus, Phila- 
delphia, for "Schrafft's.” 
Santa carries a box of 
"Schrafft's" chocolates 
in his arm while another 
box of "Schrafft's’’ 
chocolates peeps from 
his bag— 








presentation to effect a greater display of 
merchandise. Many additional arrange- 
ments of the display panel and boxes were 
obtained for window presentation. One 
displayman placed the pictorial illustration 
on the left of the display with the two small 
boxes to the immediate right of the picture, 
and in a straight line with the picture but 
placed in front of it, with the two large box 
displayers to the right and front of the two 
small boxes. This arrangement effected a 
smartly modern display. Another display- 
man reversed the position of the picture and 
picture easel, placing the easel sign imme- 
diately over the picture which was displayed 
tilted against the window background; im- 
mediately over the sign a holly wreath was 
placed. The box displayers were placed 
parallel with the window background and to 
the right and left of the picture. 


Another smart Ketterlinus display is the 
window piece designed and produced for 
Schrafft’s chocolates. The display piece 
shows a huge Santa Claus mounting the roof 
of a house just prior to delivering his gifts; 
Santa’s bag of toys contains a box of 
Schrafft’s chocolates, while Santa carries a 
large box of Schrafft’s chocolates in his arm. 
A large holly wreath is carried in Santa’s 
left hand, the wreath displaying a sign on 
which “Schrafft’s for a Merry Christmas” is 
printed. The display was done in bright 
Christmas colors, mounted on heavy board 
and fitted with an easel back. This display 
appeared in every Schrafft store and in the 
windows of all dealers merchandising 
Schrafft’s chocolates. 


The Christmas season won’t be complete 
if the merchant doesn’t display the many 
different manufacturer’s window pieces. Care 
should be taken to keep each display just as 
attractive as possible, with definite merchan- 
dise appeal being secured in each window 
presentation of display piece and merchan- 
dise. 
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and details. 


W. D. Malz 


Successful Merchants Use Windowphanie 
Valances Successfully— 


It is interesting to note the type of stores in all lines that are using 


Windowphanie Valances. 


Not all large ones, of course, but enterprising, alert, smart merchandisers. 
who have kept the old boat sailing all the rough going. You’re that type, too, 
and you should know all about Windowphanie valances, if you don’t already. 
So easy to apply, flexible in arranging original layouts, 
light on merchandise, and kind to your check book. Tell us to send you samples 
The low cost will be a pleasant surprise to you. 


11 East 14th Street 


Men 


perfect in reflection of 


New York 





SPECIALTY SALESMEN 


For perfected show card printing ma- 
chine; can be sold to entire retail field. 
Compensation strictly commission, but 
unusual opportunity for earnings with a 
nationally known manufacturing organi- 
zation. Only experienced producers con- 
sidered. Prefer those with cash register, 
adding machine, or business equipment 
experience. Particularly men who have 
sold department stores and are familiar 
with retail merchandising. Write fully 
if you expect interview. 


BOX “P, W.” 
Care DISPLAY WORLD 








NEW DESIGNS 
SOLID COLORS 


Little Expense. 


143 West Broadway 


FANCY PAPERS 


CHRISTMAS DESIGNS 
50 Different Patterns 
Ideal Substitute for Material. 


NEW COLORS 
LEATHERETTE 


Wonderful Results at 


Easily Applied to Platforms, 
Cylinders, Panels, etc. 


Mouldings to Match. 


DUANE DISPLAY ACCESSORY CO. 


New York 


WRITE TODAY FOR YOUR COMPLETE CATALOGUE 


MECHANICAL XMAS DISPLAYS 
Used. Also turntables, automatic signs, 
dress display machines, etc. Write for 
illustrated catalog. 

GENERAL DISPLAY WORKS 
145 West 24th St. New York City 











Price 


50 yards or more 
100 yards or more .... 


Y%” Half Round, 34” Flat, 1” Flat, %” 


Silver and Gold 


will send samples and price list. 





SE GALES OC INOS 8's «occ cers entediwatel 


SOUTHERN IMPORTERS & EXPOR 


ICE FRINGE 


A most beautiful decorative iten—SPARKLING ICE FRINGE—Suitable for electric fountains, etc. 
Has the appearance of running water under the lights. 
sired color when using the different colors of the Spot Light on it. 
may be had in solid colors of Red, Green, and White. 


tg rye iat Sate $1: 15 per yard 


The White fringe may be made any de- 
The Sparkling Ice Fringe 
36 inches long. 


1.10 per yard 
1.00 per yard 
$0.95 per yard 


FOIL COVERED MOULDINGS 


Quarter Round, 1” 


¥%-Round, ete. All finishes. Colors: 


If you are not on our mailing list and receiving samples for each season, please write us and we 


200 FANNIN BLDG. 
HOUSTON, TEXAS 








INTERNATIONAL CUTAWL 


For Sale—Model K-5 Like new. $58.00. 
Money back if not satisfied. 

A. A. ALBAUGH 
354 E. 24th St. Erie, Pa. 








FOR SALE—WALTERS’ FIT-RITE AND STA- 
ON WINDOW SOCK FOR DECORATORS. 
Made of heavy fleece-lined Jersey cloth, 55c 
pair, $3.25 half dozen, $5.25 dozen, postpaid. An 
elastic tape band is sewed in the top. Patented 
May 20, 1924. Fits over any shoe. Order by 
size shoes worn. 
J. M. WALTERS, Mfr. 

220 Seuth Benton Way Los Angeles, Calif. 








DISPLAYMEN 
New, die-cut letters and numerals, 1 to 10 
inches high. Time savers for all types and sizes 
of display. Every store a prospect. Write for 
samples and prices. Good territory still avail- 
able. 
CONVERTERS, INC. 

55 Amherst St. (Dept. DW) Cambridge, Mass. 














Vosler Elected President 
Cincinnati Club 


At the annual meeting of the Greater Cin- 
cinnati Display Club, October 8, the follow- 
ing officers were elected. Walter G. Vosler, 
Cincinnati Display Service, president; S. 
Jos. Youtcheff, Truly Warner’s, vice presi- 
dent; Edward W. Hodgetts, Union Gas & 
Electric Company, executive secretary; Al 
Bankemper, Jr., The Paris, recording secre- 
tary; J. Roy Edwards, Krogerx’s, treasurer; 
Howard Williams, display counsel, editor 
The Bulletin. Wm. Arinow, John Shillito 
Company, the retiring president, was elected 
a trustee for three years; J. W. Teter, Mc- 
Alpin Company, trustee for one year, and 
Harry Towers, John Shillito Company, trus- 
tee for two years. 


The members presented Arinow with a 
beautiful bridge lamp and smoker in appre- 
ciation of the excellent work accomplished 


by the club the past year. The presentation 
was made by Sid. Goldberg in a most touch- 
ing manner, and Arinow promised his con- 
tinued support and cooperation in all club 
activities. 

Vosler, in taking the chair, voiced his faith 
in the club and in the sincerity of the en- 
tire membership and promised an active ad- 
ministration. It is hoped to carry on the 
educational program, and for the next meet- 
ing a men’s wear demonstration will be 
given by J. Lombard, Bond Clothing Com- 
pany. 





Wallboard Demonstration At 
Chicago Club 


An absorbing demonstration by Walter 
Keating, The Celotex Company, well-known 
authority on background technique, followed 
by a snack bar lunch consisting of beer and 
sandwiches, were the features of the Octo- 


ber meeting of the Chicago Display Club. 

Keating had just returned from Holly- 
wood and a swing around the country where 
he had been lecturing and demonstrating 
unique treatments in designing with Celotex. 
He showed for the first time several original 
ideas that were received with acclaim by all 
those present. Their main value lies in their 
simplicity and as he pointed out, they merely 
showed the way to an endless variety of 
other effective designs that the displayman 
could evolve after he had learned the simple 
basic treatments that were demonstrated in 
his lecture. Keating was surrounded by a 
number cf his enthused listeners after his 
talk and was kept busy for an hour answer- 
ing their questions. 

The snack bar lunch of beer and sand- 
wiches served as a pleasant interlude to one 
of the most instructive and entertaining 
meetings the Chicago club has held in a long 
time.—L. J. Dwiggins, secretary. 
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New BRISCHOGRAPH 





Seg 


ONLY ee 
SD Poster Artists, Sign Men, 
Displaymen, Cardwriters, 
F.0. B. Designers, Outdoor Plants 


@ Place photo, magazine, sketch, etc., regard- 
less of size, UNDER THE BRISCHOGRAPH. 
Project to desired size in clear, perfectly de- 
fined detail and natural colors. Copy what you 
see with pencil, pen or brush. Reading matter 
from left to right as original. Covers 7 x 7 
inches of picture AT ONE TIME. Life-size 
projection within ten feet from screen. The 
BRISCHOGRAPH comes complete with lamps 
and with two 4” lenses. 
IMMEDIATE DELIVERY 

SALES POLICY since 1926. Send money order. 
Try it for ten days. Money back upon receipt 
of Brischograph. To rated firms, upon their 
order. Or send for circular. 


The BRISCHOGRAPH Co. 
Established 1926 


02 East Lakeview Ave., Columbus, Ohio 
Dealers in the States, Canada, England, China 








Index to Advertisements 
OCTOBER, 1934 





American Nickeloid Co................. 19 
Dee AOD oo. oi > sua acer Back Cover 
Brischograph Co...... oak ahi ee 40 
Chicago Artificial Flower i vance 31 


Cincinnati Display Service.............. 
sea eens we «al Inside Front Cover 


Chicago Page........... Inside Back Cover 
Daily, Inc., Bert L... ee 
Decorative Plant Co..... Inside Back Cover 
Display Service Directory.............+. 2 
SEE I oe ENE eT 21 
a, SEE ron, Se ee a 2 
Felt Letter Studios...... vsdabatety ae Ole 
Hansen Mfg. Co. ER a Nt 
Hinde & Douch Paper Co. rativim weak oa oils 2 
International Register Co............... 19 
Ns 240 8 oi 40 Li ad's hea n eke 


Koester School .. 
Lyons & Co., Ltd., I. L 


Mahorem Fobsic Corp.........:::.:..5 2 
Matel Goad Gor: . ous ee oe civ isuees 23 
Merkle-Korff Gear Co... 31 
SP See rere Inside Back Cover 
Motion Displays, Inc................... 25 
Mutual Sales ........... 21, 31 
New York Page......... Inside Back Cover 
Opportunity Echange .................. 39 
Palmenberg, Inc., T. C...Inside Back Cover 
Schack Artificial Flower Co............. 2 
a 2 a ere ae 
Shoe Form Co., Inc. ; alata 
SpeedWay Manufacturing Co. ee 
Stensgaard & Associates, Inc. 34 at 
United Display Service................. 21 











DISPLAY WORLD 


REVITALIZED DISPLAY SPIRIT SEEN AT 
PACIFIC CONVENTION 


[Continued from page 27] 


tiring president, was named 1935 convention 
director. Portland, Ore., was selected con- 
vention city for 1935. 

The selection of regional directors from a 
wide territory indicates that the 1934-1935 
P. C. A. D. M. is out to get membership and 
promote display activity on the coast. The 
regional directors follow: Vancouver, B. C., 
Walter Rimes, Henry Burke, Ltd.; Belling- 
ham, Hadley Hall, J. B. Wahl Company; 
Everett, Wm. Fields, Rumbaugh, Inc.; 
Seattle, J. Allen Dean, MacDougall’s; Wen- 
atchee, H. Lyle, Wenatchee Department 
Store; Yakima, H. B. Kelly, Kelly Sign & 
Display Service; Walla Walla, W. J. Mar- 
lowe, Gardner & Co.; Spokane, J. R. De 
Jung, The J. C. Penney Company; Portland, 
B. Himes, Lipman Wolfe & Co.; Salem, B. 
Lieuallen, Miller’s, Inc.; San Francisco, W. 
Rowley, The Emporium; Los Angeles, H. 
Pettit, J. W. Robinson’s. 





GIFT BUYING ADS THAT SUGGEST 
CHRISTMAS DISPLAY IDEAS 


[Continued from page 11] 


Golden Coach”’—the illustration shows Cin- 
derella stepping out of the golden coach. 
The coach with all its trimmings forms the 
background, while the face of a huge clock 
indicates that it’s almost time for Cinder- 
ella to make her exit. The advertisement 
merchandise gift shoes and slippers for every 
occasion. Additional copy informs the 
reader: “Glass slippers may be all right 
in their way—Cinderella made the _ best 
match in the country as a result of wearing 
them—but modern women, investigators tell 
us, prefer the modern little mules and slip- 
pers that you can see—without the help of 
any fairy godmother—on the gift tables in 
the smart stores where you always go for 
footwear.” 

“Your musical gift may be the making of 
an artist’—the illustration shows Sonny on 
the floor in front of the Christmas tree try- 
ing to fathom the fundamentals of a toy 
musical instrument, while mother listens in 
rapture at Sonny’s ability and pictures him, 
in her mind’s eye—which happens to be, in 
the advertisement, an etheral representation 
—making his debut as a concert pianist at 
Carnegie Hall. A box in the lower right 
hand corner suggests different musical in- 
struments—violin, banjo, piano, drum, etc. 


“My Youngsters are a little hard on the 
furniture!” The illustration bears witness 
of the statement just made. We see two 
boys and a girl hard at work trying to de- 
molish the several nice pieces of furniture 
Mother has left in the living room. Willie 
is on top of the piano and is investigating 
the instrument with an axe; Johnny is try- 
ing to find out if the fabric of an uphol- 
stered chain can be opened with a toy saw, 
while Vera has succeeded in her attempt to 
make the portieres into a swing. Mother is 
at the door welcoming a visiting friend who 
gazes in horror at the children. The adver- 
tisement suggests the appropriateness of fur- 
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niture for gifts, replacing the furniture al- 
ready ruined by the children. 

“This Diamond is Valued at $1,000,000 and 
it isn’t even for sale...” The illustration 
shows a scene from an important jewelry 
store where said diamond is on display in 
a large glass case. Several men and women 
are admiring the stone, while several police- 
men keep the customers under close super- 
vision. The copy continues the idea: “It 
just wouldn’t matter how much you would 
like to buy the Cullinan diamond (weight, 
126 carats), you couldn’t. It isn’t for sale— 
but you can buy these solid gold baby pins 
for $2.50 a pair.” And the advertisement 
also suggests several other appropriate gifts 
that are within the means of the average 
wallet. 





A Correction Regarding 
George A. Smith 

In an item in the September issue regard- 
ing the connection of George A. Smith with 
W. L. Stensgaard & Associates, Inc., Chi- 
cago, it was erroneously stated that he had 
served as sales manager for Jenter Exhibits, 
Inc., New York City. Smith’s identity with 
that company was merely in the capacity of 
salesman. 





STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 


required by Act of Congress of August 24, 1912, of 
The Display World, published monthly at Cincin- 
nati, Ohio, for October 1, 1934. 


State of Ohio, County of Hamilton. 


Before me, a notary public in and for the State 
and County aforesaid, personally appeared Nathan 
Silverblatt, who, having duly been sworn accord- 
ing to law, deposes and says that he is the Busi- 
ness Manager of the Display World and that the 
following is, to the best of his knowledge and be- 
lief, a true statement of the ownership, manage- 
ment, etc., of the aforesaid publication for the date 
shown in the above caption, required by the Act of 
August 24, 1912, embodied in section 411, Postal 
Laws and Regulations. 


1. That the names and addresses of the pub- 
lisher, editor, managing editor and business man- 
agers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; edi- 
tor, Jack T. Chord, 1209 Sycamore St., Cincinnati, 
Ohio; managing editor, Jack T. Chord, 1209 Syca- 
more St., Cincinnati, Ohio; business manager, 
one ng Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio. 


2. That the owners of The Display Publishing 
Co., 1209 Sycamore St., Cincinnati, Ohio, are: H. 
C. Menefee, 1209 Sycamore St., Cincinnati, Ohio; 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio; Maude Menefee, 3521 Raymar Blvd., Cincin- 
nati, Ohio; Stella Silverblatt, 729 S. Crescent Ave., 
Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and 
other security owners owning or holding 1 per cent 
or more of the total amount of bonds, mrtgages r 
ther securities are: (If there are none so state.) 
There are no bondholders, mortgagees or security 
holders. 


4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders as they appear upon the books of the com- 
pany, but also, in cases where the stockholder or 
security holder appears upon the books of the com- 
pany as trustee or in any other fiduciary relation, 
the name of the person or corporation for whom 
such trustee is acting, is given; also that the said 
two paragraphs contain statements embracing affi- 
ant’s full knowledge and belief as to the circum- 
stances and conditions under which stockholders 
and security holders who do not appear upon the 
books of the company as trustees, hold stock and 
securities in a capacity other than that of a bona 
fide owner; and this affiant has no reason to believe 
that any other person, association or corporation 
has any interest, direct or indirect, in the said 
stock, bonds or other securities than as so stated 
by him. 


NATHAN SILVERBLATT, Bus, a 
(SEAL) wedacins 
Sworn to and subscribed before me this 
9th day of October, 1934. 
EDWARD A. SCHOTT, 
Notary Public, Hamilton Co., Ohio 
(My commission expires Nov. 15, 1935) 











For Display Equipment 
and Decorations 








Invites 
Your Patronage 











BOTANICAL 
325 WEST MADISON STREET 
Decorations of Character 


Send for Special Christmas Catalog 








W. L. STENSGAARD & ASSOCIATES, INC. 


MERCHANDISE MART 
Window Display Producers and Counsellors 





THE KOESTER SCHOOL 


367 WEST ADAMS STREET 
Correspondence Instruction 








NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVENUE 
Showcard Boards—Mat Boards 














2: 7. SNe 


SPLA 


THE DI 


Seeditis 


MECCA O 


FREAZ GS 


: a yp 


HE WORLD 








DECORATIVE PLANT CO., INC. 
230 FIFTH AVENUE, NEW YORK 


Our newly decorated showroom offers you 
many novel and unusual display ideas. 








T. C. PALMENBERG, Inc. 


Most Complete Selection of Display 
Fixtures, Forms and Mannequins 


500 SEVENTH AVE., 37TH ST. 


T. C. Palmenberg R. C. Quensell 





MILEO’S NEW LINE OF MANNEQUINS 


Will either sit or stand—Flexible Arms and Hands 
which can be used in any position desired. 


MILEO—44 EAST 8TH STREET, NEW YORK 








EINSON-FREEMAN CO., Inc. 


Lithographed Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 








THESE DISPLAY SPECIALISTS ARE READY TO 


SERVE YOU 








IHuminated Displays and Signs 


made with Bakelite Laminated 




















sa saeuanaielaaiemaasaia 
HE EFFECTIVENESS of illumin- appearance and attention value. 

Tree displays depends to a large Bakelite Laminated is a strong, 
degree upon the material used for hard, non-warping material, obtain- 
the background. This should afford able in black and a number of 
an appropriate and pleasing con- pleasing colors. [ts smooth, lustrous 
trast for both illumination and let- surface is permanent, and when 
tering, and should not fade or soiled may be restored to original 
deteriorate in any way through ex- brilliancy by wiping with a damp 
posure or handling. Bakelite Lamin- cloth. It also is widely used for 
ated is meeting all of these require- many types of displays, particularly ) 
ments in a most satisfactory manner. those of modern design. op 

Examples pictured on this page We invite you to consult us about hace 
show Bakelite Laminated used with — the use of Bakelite Laminated for Toy, PRESERVER 
both Neon tubes and Mazda lamps. signs and displayers, and also to SHOE | 
The rich,dark, lustrous backgrounds write for illustrated booklet 35L. Sate THE FOOT WELL 
emphasize strongly the messages on “Bakelite Laminated.” 
the signs, and add greatly to their (Illustrations courtesy of Formica Insulation Co.) = NTE RISSTRNURNT A I | 
BAKELITE CORPORATION, 247 Park Avenue, New York, N. Y........ 13 East Ohio Street, Chicago, III. 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Canada 


LITE 


Rumencai tugn bor infinity oF unhmited Quanhty It symbolizes the infinite 
mumber of present and here uses of Botelite Corporanon's prodvam 


SAK 





The registered trode marts shown obove distinguish motenals 
arvioctwed by Bobelte Corporction Under the capdol “8” = the 


THE MATERIAL OF A THOUSAND WSES 

















